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SEE the BUYING CHECK LIST on page 56 August 11, 1960 


THERE ARE Vichek Toots 


WRENCHES / SOCKETS / HAMMERS / CHISELS / PUNCHES / SCREW DRIVERS / PLIERS 


TQ MEET EVERY NEED OF EVERY CUSTOMER! 


Why stock a dozen different “‘short 
end”’ tool lines? 

You can standardize on Vichek and 
be certain of satisfying every customer! 

152 Vichek tools exactly match 
essential basic listings in the NRHA 
Turnover Handbook. In addition, 
Vichek offers 18 new NRHA-approved 
displays which will double your turn- 
over and profits. 

It will pay you to depend on Vichek 

. since 1895 the world’s best values 
in forged tools. See your Wholesaler 
Salesman today. And—be sure to ask 
about the new Vega Wrenches... 








designed, manufactured, priced exclu- 
sively for the hardware trade. _-2626a 


HDIOO display 
il open end 
wrenches. 1/4 to I 





to retail at 


No. 352GM 
DONUT MAKER 
Shipping Unit—6 only 
Shipping Weight—7™% Ibs. 


Using an exclusive mechanical 


5) 


it 


principle, it forms 24 donuts 


with only one filling, simply by 


ere 
7Oi> 


_— => 


SS 


turning the handle. Finished in 


glistening Gold-Tone Alumilite. 


$595 


Good Houseke 
. #0 


eping 
. . 
45 aoveatsio ' 


Comes packed 
individually in a self- 
selling Mylar windowed 
dispiay carton, complete 
with recipes 
and 
instructions. 





DONUT MAKER 


Attractive 2-color counter 
display, holding six Donut 


Pian to put more profit in your pocket. ‘Makers, inclu 


ded with 


each shipping unit. 


Stock and display this new, year-round 
seller, from now on. People will be 


looking for it. Newspaper mats available. 


BUY FROM YOUR MIRRO JOB 


MIiIRRO ALUMINUM COMPANY 
Fifth Avenue Bidg., New York 10 
MANUFACTURER OF 


WORLD'S LARGEST 


your test buy,.. 


THE FINEST ALUMINUM 


BER! Your cudtoment Lest buy 


MANITOWOC, WISCONSIN 


Merchandise Mart, Chicago 54 


ALUMIiNUM™M COOKING UTENSILS 





40,000,000 PUPILS WILL GO TO SCHOOL THIS SEPTEMBER...TAKE ADVANTAGE OF 


ey, 
ON 


/ 


SS 
> 
~ 
SS 


Want more facts? Circle 101, p. 59 


YALE $ 


BACK-TO-SCHOOL 
PROMOTION GN 
COMBINATION 
PADLOCKS 


Yale combination locks at special 
back-to-school prices. Both 515 
and 516 combination padlocks 
offer the security of three- 
tumbler dialing and 10,000 
possible combinations. 515 is a 
plain dial lock. 516 has the 
added feature of key control 
which permits emergency or 
periodic opening without time- 
wasting con- 

sultation of 

records. Both 

locks are ideal 

for school or 

other institu- 

tionaluse 

where locker 

security is re- 515 


quired. wiTHOUT 
CONTROL KEY 


YALE & TOWNE 


YALE-REG. U.S. PAT. OFF. 
Contact your jobber or write: 
The Yale & Towne Manufacturing Co. 
Lock & Hardware Division 
White Plains, N.Y. 
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IT’S HOT! 


Because it has an orange and black Hi-lmpact 
plastic handle... designed to catch shoppers’ 
eyes... stop them cold. These Nicholson and 
Black Diamond files are skin packed for factory 
freshness, too. Suggested uses and prices 
printed on a bright card. Everything for alert 
merchandising... 48 files in display for counter 
top or pegboard. Your cost...$24.20... selling 
price... $36.30... your profit in easy sales... 
$12.10. Order from your regular Nicholson or 
Black Diamond wholesaler. 


Handles designed and made by 
Danielson Mfg. Co.—a Nicholson subsidiary 


coe NICHOLSON = 


Want more facts? Circle 102, p. 59 
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TERHUNE. JR. RUSSELL 
United States 
establi shed 
“Iron Age 
“Good Hardware," 


ASSORTMENT NO. 38 


7 types and sizes of 
welded and weidiess chain 


your cost $9180 
your prorit $10745 @ 


re : 
fx hes 





ASSORTMENT NO. 46 


4 popular sizes of 
proof coll chain 


your cost $878° 
your profit $5070 


By Popular Demand-a 
ACCO Proof Coil Chain Salesmaker 


@ You asked for it, now here it is—the new Acco 
Proof Coil Chain Salesmaker. The perfect companion 
to the popular Welded and Weldless Chain Sales- 
maker, this new rack display lets you round out floor 
stock with the four sizes of proof coil chain that your 
customers most frequently ask for. Side by side, both 
self-service units consume less than 5 square feet of 
floor space. But best of all, they put chain out where 
customers can see it...feel it...and buy it! 


And when they buy it, you make money! Take the 
new Proof Coil Chain Salesmaker. You pay just 


ORDER FROM YOUR DISTRIBUTOR 


Contact your American Chain 
distributor for complete infor- 
mation about these items or write 
York, Pa., office for free litera- 
ture DH-377 and DH-79 


$87.80 for four reels of chain (sizes—*%4, 4, %, %) 
and get the display rack FREE! Sold at suggested re- 
tail prices, your investment produces a $50.70 profit. 
You have three different assortments to choose from 
— (No. 46) Self-colored chain, (No. 46A) Extra-Bright 
Zinc-plated, (No. 468) Hot Galvanized finish. 


Put new life into your chain sales by ordering an 
Acco Proof Coil Chain Salesmaker from your ACCcO 
distributor now. And if you don’t already have an 
Acco Welded and Weldless Chain Salesmaker, order 
one at the same time. 


AMERICAN CHAIN 


American Chain Division * American Chain & Cable Company, Inc. 
Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 


Sales Offices: *Atianta, Boston, *Chicago, *Denver, Detroit, *Houston 
*Los Angeles, New York, Philadelphia, Pittsburgh, *Portland, Ore., *San Francisco 


“indicates Warehouse Stocks 
Want more facts? Circle 103, p. 59 
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Editorial 


by W. A. Phair 


A big whistle, but . 


There was once a Mississippi steamboat captain who wanted to have 
the biggest possible steam whistle on his boat. In fact, he wanted to 
have the biggest whistle on the whole river. 


So he built a new boat and installed the biggest whistle ever seen 
on the river. It sounded with a tremendous, window-cracking roar. 


But, this captain had a problem. The whistle was so big that when 
he blew the whistle, it took so much steam that he didn’t have enough 
left in the boilers to run the boat. When the captain wanted to run 
the boat, he didn’t have enough steam to blow the whistle. When he 
blew the whistle, he couldn’t run the boat. He ended up a véry 
unhappy captain, despite his big whistle. 


I’m sure you all recognize the original source of this little story. 
Perhaps you also recognize in this captain’s dilemma, the problem 
faced by many hardware dealers who go in for drop shipments in a 
big way. 


There’s a great deal of discussion these days about drop ships, or 
direct ships. A great many dealers seem to believe that drop ship- 
ments are the answer to their profit problem. And a number of whole- 
salers are busy making plans for increasing the number of drop ship 
deals they offer. 


I wonder if this is a healthy trend? I wonder if dealers have care- 
fully worked out the arithmetic involved in buying the larger quan- 
tities involved in direct shipments? Are we rushing into something 
that may do more harm than good? 


The subject of drop shipments, it seems to me, deserves a great 
deal more study than it is getting. The dealer who goes in heavily 
for drop ships runs the risk of finding himself in the same situation 
as the river boat captain with the big whistle. The dealer may get a 
slightly lower cost on such merchandise, but he may end up without 
operating capital and with inventory of the wrong type of merchan- 
dise coming out his ears. When he runs out of operating capital, he 


won't be able to replace his staples and his sales and reputation will 
suffer. 


As I travel about the country, I hear more and more of stores that 
are getting into trouble, despite good sales. The pattern in these cases 
is almost always the same; the store has run out of operating capital. 
Sales will be good, but there will be such a heavy inventory, and so 
much money tied up in this inventory, that the store lacks operating 
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Editorial 


continued 





funds. In short, these dealers can blow the whistle, but they can’t run the 
boat. 


I’m sure there are some stores that do such a heavy volume in certain spe- 
cial lines that they can digest drop ship quantities without getting inventory 
indigestion. But too many stores these days seem to look only at the extra 
discount and ignore the effect of drop ship quantities on their overall profit. 


Have you looked at your figures lately to see if you were getting inventory 
indigestion ? 


The source of profits... 


A fallacy that keeps cropping up among retailers is the habit of speaking 
of profits as a percentage of sales. This type of reasoning leads naturally 
to the conclusion that if a dealer buys at a lower cost (as with drop ships), 


he gets a better margin spread and consequently better profits. But is this 
sound reasoning? 


Should not profits be calculated on investment, rather than sales? It seems 
to me that the basic reason for running a hardware store is to get a better 
return on one’s capital than is available through other types of investment. 
How else can one appraise the virtue of an investment in a store as against 
an investment in other businesses, or in the stock market? 


Perhaps we have forgotten that it is possible to obtain a reasonable profit 
on sales, but a very poor return on investment. In this case you handle a 


lot of money, but don’t keep enough. This doesn’t make sense. But, it is 
precisely the situation a store can get into if it goes too heavily into buying 
direct ship deals. 


Factory shipments usually force you to buy in larger quantities than 
normal. You tend to tie up capital and reduce turnover. Since true profit 
comes from the turnover of capital, you can see how direct ships can kill 
profits. 


If you can buy on a direct ship basis and can still maintain a good turn- 
over, you have justification for the heavier buying. But many stores can’t 
do this. It was recently stated by a wholesaler that a dealer must buy at 
least 18 percent cheaper to make up for one lost stock turn. This is a good 
figure to keep in mind. 


A fact that we must keep emphasizing is that as this business gets more 
competitive, turnover becomes more important. Shrinking margins must 
be counteracted by better inventory (and capital) control. In the food busi- 
ness, where margins are extremely low, the turnover rate is very high. This 
is necessary to produce a profit on investment. In a more limited way, this 
is the problem facing hardware stores. 


We would not be practical if we were to base our future plans on the 
expectation of a general increase in margins. This is not likely to happen. 
This means that the best way open to us to improve profits is through better 
turnover of our investment (and inventory). 


Loading up on factory directs will often tend to pull down this turnover 
rate; it reduces actual profit. Let us all be a little more objective on this 
subject of direct ships and not be carried away by the prospect of an extra 
five that may cost us twice as much in net profits. 
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Remember! 


It will pay you to specify our products by brand 
name. They give greater satisfaction because 
they are the toughest* cords made. 


Then, too, Samson cords are nationally adver- 
tised, smartly packaged and carry the Good 
Housekeeping Seal. 


sk Toughest because of their extra thick cover and 
guaranteed balanced construction. 


Samson Cordage Works « Boston 10, Mass. 


Quality Cordage Since 1888 


SPOT° PHOENIX AETNA SACHEM TIGER Crocus BEAVER TITE-ROPE SUPREME IZON 
Cord Sash Cord Sash Cord Sash Cord Sash Cord Clothesline Clothes Line Plastic Clothes Line Plastic Clothes Line Plastic Clothes Line 


Want more facts? Circle 104, p. 59 
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WASHINGTON 


ali 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


Imports bob on sea of protests... 


The Tariff Commission is digging out from under the biggest 
avalanche of protests it ever had. Complaints from business and 
industry reached an all-time high. Protests were against the State 
Department going to Geneva this fall (see HA, June 16, p. 10) to 
figure out how to cut tariffs on U. S. imports. On the list of 2500 
products were many hardware items. The government wants to 
boost U. S. exports by allowing foreign manufacturers to sell more 
here. Deluge of protests evidently has slowed up tariff cutting 
plans for fear the entire low tariff program may backfire. 


Smothered by amendments... 


Support for a credit fee disclosure law has lost its early-session 
vigor. Complicated amendments tacked on the Douglas bill (S. 
2755) have put the bill on the shelf for this year. The fee dis- 
closure proposal (see HA, May 19, p. 10) may be revived next year 
as some form of legislation on credit is likely. It may come as part 
of a broad consumer protection program under the proposed De- 
partment of Consumers. 


Help for displaced stores... . 


If your store is in the path of an urban renewal project or of fed- 
eral highway construction here is news about financial aid. The 
Small Business Administration pledges greater emphasis on its 
program of technical and financial help to small businesses dis- 
located by government projects. Borrowers will be given considera- 
tion to delay principal payments for one year. Loan applicants will 
still have to meet the same collateral requirements of SBA’s bank- 
participating loan program. 


You should read the labels .. . 


Labels on packages containing hazardous substances are coming in 
for attention. Passage of the federal hazardous substance labeling 
act means dealers’ stocks will be subject to inspection and seizure. 
The law requires cautionary or warning notes on labels of products 
that can cause injury or illness through swallowing, breathing, or 
skin exposure. Some 15,000 to 29,000 household products are af- 
fected. Dealers have five months to clear their shelves of packages 
that have labels not meeting requirements of the new law. 
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Want more facts? Circle 105, p. 59 
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HARDWARE BUSINESS 


uilook 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


Trading stamps: tide turning? ... 


Relief from the trading stamp race may be nearer than you think. 
Trading stamps are taking a beating in California. And though far 
from being finished, there is a growing rebellion against the costly 
stamps. Some 3000 service station operators have tossed out stamps 
because they have “lost their competitive advantage.” There are 
about 16,000 stations in the state, so the revolt includes nearly 
20 percent of all of them. Hardware stores have not yet joined the 
rebellion, but it seems certain that they will if time proves service 
station owners come out ahead, profitwise, in this fight. 


Centers are far from peak... 


If you think shopping centers have about had it, think again. An 
important shelter magazine says that 1000 centers will be added 
this year to the 4000-plus already in operation. Further, 15,000 
additional centers are seen on the drawing boards in the decade 
of the 60’s. A growing number of the centers will be regional, one- 
stop locations, catering to thickly growing suburban areas. If you’ve 
been thinking about expanding into a modern center store, and 
worried that time is running against you, relax. As long as popu- 
lation holds its current expansion, new centers will be needed and 
built. 


FHA sharpens its weapons... 


There’s help on the way to stir up sluggish home building. This is 
important to dealers, for new homes mean new hardware customers. 
FHA and GI prods to housing include: (1) sales of FHA-insured 
mortgages to individuals for the first time in history, (2) planned 
relaxation of credit restrictions to lower-income buyers, (3) re- 
juvenation of the stripped-down program for homes costing up to 
$9000, and (4) the GI home loan extension bill. Credit, generally, 
has eased to the point that mortgage money is plentiful. 


There's no shortage of dollars... 


Though some of your customers are edgy about spotty local busi- 
ness conditions, most of them never had it so good. Personal in- 
come in June reached still another peak at $406 billion annual rate. 
This topped the May record by $1 billion, and put the first six 
months of 1960 more than $20 billion ahead of last year. Income 
from dividends and interest is similarly high, leaving farm in- 
come as the lone dissenter to gains. Farmers fell behind by $800 
million for the first six months, a dip of 4.9 percent, but gains are 
seen this fall. 


... turn to page 108 for more news of How’s the Hardware Business. 
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There’s a Barnes to sell 
for EVERY’ well! 


You sell the years-ahead quality line, the finest and most complete line when you 
sell Barnes Water Systems. Yes, there’s a Blue Ribbon quality Barnes to meet 
every customer’s well depth, diameter, capacity and pressure requirement... 
priced for profit and within the buyer’s means! Write for new 1960 catalog. 


Barnes Econo-Pump 

Barnes Econovert II 

Barnes Rocket Jet 

Barnes Reciprocating 

Barnes Single-Stage Sabre-Jet 
Barnes Multi-Stage Sabre-Jet 
Barnes 2-Wire Submersibles 
Barnes 3-Wire Submersibles 
Barnes Single-Stage Vertical Jets 
Barnes Multi-Stage Vertical Jets 
Barnes Deep Well Working Head 
Barnes Pedestal Sump Pumps 
Barnes Submersible Sump Pumps 
Barnes Utility Pumps 


j 
NEW “ECONO” SERIES—Econo-Pump for shaliow wells, 
Econovert || convertible jet water systems are positive 


self-primers with big capacities (to 900 g.p.h.). Terrific 
performers, priced to sell. 


COMPLETE SUBMERSIBLE COVERAGE—Barnes advanced 
2-Wire Submersibles and ALL-Purpose 3-Wire Submersi- 
bles give up to % more performance per rated horse- 
power! For wells 20 to 1050-ft. deep. 


Want more facts? Circle 106, p. 59 


NEW SABRE-JET DELUXE —High styled, high capacity, top- 
performing convertible jet water systems. Positive self- 
priming, with every deluxe feature to make selling easy. 
Capacities to 2700 g.p.h. 


The dependable /ine 
of advanced design 


BARNES MANUFACTURING CO. 
MANSFIELD, OHIO 
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MERCHANDISING 


newsletter 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


QUALITY OF THE SALES STAFF WILL MAKE OR BREAK MANY HARDWARE FIRMS IN 

THE NEXT FIVE YEARS. That's the view of many hardwaremen who are 
Steadily putting more emphasis on selling skills of their staffs. 
Problem is being attacked in several ways. Some firms encourage 
their men to attend local colleges for retail courses, paying part 
or all of expenses. Others concentrate on older salesmen, bring 
them into the home office in small groups for intensive refresher 
courses. A number of wholesalers are expanding programs for train- 
ing new men. One wholesaler getting underway with a new training 


plan based on young college graduates, most of whom have BA 
degrees. 























WHOLESALERS' ROLE GROWS. Department stores and many mail order outlets 
are stepping up buying from local independent wholesalers. One 
large national mail order house especially active this way in 
recent months. Reason for change in policy is effort to step up 
turnover, reduce inventory investment. Largest share of this 
buying is fill-in, but volume is running surprisingly high, and 
with very little pressure for longer than normal discounts. 























ANTI-IMPORT STRUGGLE TAKES CONCRETE FORM. Many manufacturers feel prod- 
ucts can be made competitive to imports without resorting to 
Shoddiness. Example: Admiral Corp. will market in September a 
$9.95 radio to take some of the edge off of the lush Japanese 
small-radio boom. In addition to price, this radio will bear a 
"Made by American Craftsmen" label. Japan shipped almost ¥% million 


tube sets, and close to 4 million transistor sets to the U. S. 
last year. 





























NEW HOMES GOING UP NEAR YOUR STORE DESERVE SPECIAL ATTENTION. The 
average new owner will spend more than $1000 on your kind of hard- 
lines in his first year of occupancy. The figures, results of 
major market studies by a university, look like this: $420 for 
kitchen appliances, $290 for other appliances, $224 for yard and 
work tools. Many more dollars go for shelf hardware, cleaning and 
painting Sundries, toys, sporting goods, and entertainment needs. 
Credit's a big factor in luring this trade. 
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ineain Sele 


Ls ee 
es ' LIFETIME GUARANTEE § 
Bright new star with a sky-high future! & : | 


@ that gives stainless permanent deep-down 


; sage WALLACE STAtni. ace 
Here’s the budget stainless with the million- @ m lustre. Careful craftsmanship ensures 


perfect balance (never bowl-heavy), perfect 
uniformity in every piece. Plus smart-set 
- packaging that really puts gift sales 


dollar look—and the multimillion-dollar market! _. 
The sky’s the limit to your sales of North Star , 
by Wallace—for here is Wallace eee 


into orbit! Stock up on new Wallace 


liant ‘attain pattern is enhanced ve North Star with Hi-Lyte Finish today! 


Wallace’s dazzling new Hi-Lyte Finish 


24-PC. SET. Service for 6 or y $10.95 Reta ' play Gift Box 


VVALLACE w STAINLESS 


N OF WALLACE ERSMITHS AT WALLINGFORD, CONN. SINCE 1835 


Want more facts? Circle 107, p. 59 
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A complete saw blade sales center, at a low dealer cost and a high 
dealer mark-up. Everything you need to take care of the hobbyist, 
do-it-yourselfer and professional. And this unit is only 114” deep, 
less than 15” wide and only 8” high. Easel back for standup 
counter merchandiser, eye punched for wall or peg board display. 


Blades are packaged in individual plastic sleeves, each sleeve-pak 
regardless of type of blade is priced the same... perfect for self- 
service. Wide assortment of blade types, sizes, ends and teeth 
insures you'll have what your customers want. 


No. 50 Merchandiser contains 
5 packets each of the following 


ROM 


Se ne 





No. of 


Type Style Length Teeth Width | Blades 





Jig Pin 5” 10T 125” 





5015 Jig Pin 5” 093 





eee 





6110 Jig 6” 125 





6015 Jig 6” 093 





6118 Jig 6” 125 





6208 


Sabre 


6” 





6016 


Coping 


6” 


050 





6516 


Coping 


6%” 


16T 


125 





6506 


Coping 


16T 


.093 





6502 








Coping 





Pin 





62” 





22T 





.093 





7 








Since 1880 Better Hand Hack Saw Blades, Power Hack Saw 
Blades, Band Saw Blades, Jig and Coping Saw Blades. 
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a BLADE CENTER (only 1/6 sq. ft.) 
@ “TULOX” 


& Co. Inc. 
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NOW! each EVANS POCKET TAPE 
comes packaged in 


| ‘ itl) Yr 
ld d il 


U. S. Reg.) 


THE GREATEST IDEA FOR PACKAGING 
AND MERCHANDISING IN YEARS! 




















Ram Biz. 
WG a 
“HOLSTER-PAK”, the greatest merchandising ad- | aids 


vancement in packaging of the decade, is the perfect Pinus Power -Tape - 
blend of product, package, promotion, and utility. This » HOLSTER-PAK 3 
sturdy leatherette tape-holster clips on the belt and Oe Sh Ont CF 

keeps the tape handy on the job at all times. Your 

customer actually gets the holster FREE! 

Now, all Evans pocket tapes (except Thin-Tape) 
come to you ready-packaged in this sensational form- 
fit “Holster-Pak”, each mounted on an individual peg- 
board card that can also stand by itself on the counter 
or in the winduw. 

And to help you put “Holster-Pak” across big, Evans 
has developed a revolutionary new point-of-sale “Ferris 
Wheel” display — the first display piece made specific- 
ally for mounting on pegboard, and to stand on the 
counter, too. It has action...it has sound... it has 
SELL! Ask your jobber about it! 


be 
VLG 8. RULE C0. FACTORIES AT ELIZABETH, N. J. & MONTREAL, QUE. 


Want more facts? Circle 109, p. 59 
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“Here's How GEIS Pre-Pricing Has 
Simplified Your Tool Sales And... 
Saves You Time and Money” 


% 
. 
FY 


. 
Ce eeecceseseet%s « ow 
a 


* 


" 





Every Popular P2aC Tool 
is PRE-PRICED 
for Quick... Easy... 
Profitable Sales 


P&C takes your headwork, guesswork and in- 
store-cost out of tool pricing. Whether you stock 
a few P&C tools or one of the complete tool de- 
partment merchandisers, each popular tool 
arrives with the price plainly marked on it. All 
you have to do is put the tools on the fast- 
selling P&C Merchandiser. 


Your customers can tell at a glance the price 

of any tool. You save time and money on pric- 

ASK ABOUT THE ing. You end customer confusion . .. Stop cash- 
register mistakes and most important of all stop 


SATELLITE 200 profit losses. 


Here is the hottest tool mer- 
chandiser available today. ® 
Colorful, compact, eye-catch- 
ing and sales stimulating. 


Three 3-sided pylons (each a 
different color) turn easily. TO 9 . C Om PA N Y 
Three persons can shop at Subsidi f 
one time. Ask your wholesaler Portland 22, Oregon : lies : 
salesman for the details. Chicago Warehouse and Sales Office oy ‘a 
Box 87, Schiller Park, Illinois a 
In Canada, Box 366, London, Ontario Use 


Want more facts? Circle 110, p. 59 A Want more facts? Circle 111, p. 59 > 
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LOW COST, GENUINE 


KILSAW 7%” POWER SAW 


> 


Full 7's blade... 


. not just 7” 


Heavy-duty 1°: safety-clamp blade washer 





Sawdust ejector system 





Over 12 h.p. motor 


is F-Uhme: Cale me: Cab dea salen dlelammel-:t- lalate tm dalaeltlelilelen 


nice AA Aceh tha ame | tr-lele-lalae- tale Mate) el-te Mt -jilel-Wh ie] am: ace: Malellel ha mr- tale ir: lolol lic: Cok me tar Can ame t-te) da Meel ae: Cale ic mee) moth 


The Newest High-Turnover SKIL Tool! 


Now, for the first time, Skil gives you a top quality 
714" saw at the amazing low retail price of just 
$59.95! Here is a tool with sales success guaranteed 
because it bears the top name in consumer 
demand. . . SKILSAW. 

Because it cuts 2” lumber at 45°—even after 
several blade sharpenings—it appeals to your 
professional customers, too. Powerful motor handles 
heavier duty cutting work—won’t stall out 
on tough ripping jobs. 

Other top quality features include: safety clutch, 
one-piece motor housing, bind-free lower blade 
guard, rugged helical gears, contour grip handle, 
brush accessibility from outside. 


SPECIFICATIONS—SKILSAW 714’ 


Equipment 


Voltage 


No Load Speed 


Blade Guard 


Depth of Cut 


Net Weight 


Shipping Weight 


No. 21933 hardtooth combination blade 


DELUXE MODEL 537 


(%" Rd. arbor), blade wrench, three 
wire cord and plug, plus 2-prong adaptor. 


Universal AC or DC up to 60 cycles. 


Standard, 115. Furnished for 220 volts 
at no extra cost. 


4900 r.p.m. 

Bind-free lower blade guard with coil 
tension retracting spring for instant 
release. 


At 90°—2%". At 45°—17%" 


13% Ibs. 


17% Ibs. 


® 





UP TO 33% PROFIT ON 


SKILSAW BONUS PACK 





FREE DISPLAY—Compact 
23 wide, 14 hiqn—a rea 
evye-catcher and 


yorar . 

‘) 

Y . 
> > 


7 | _\—_ 406 a330° 
NRHA 


6% AND 7's POWER SAWS PROOF OF PROFIT 


ON NO. 23200 BONUS PACK 
FREE WINDOW STREAMER AND STUFFERS mage 


Cat. No. Description Retail Your Cost 


536 6%" Deluxe Saw $49.95 $34.97 

2 FREE Blades in Bonus Pack! 537 7%" Deluxe Saw $59.95 | $41.97 
Here’s a power saw promotion that gives you 
everything. Extra profit . . . high turnover tools . . . 19703 | 6%" Combination Glade} $ 2.35 FREE 
free merchandise . . . free display and other ’ 
point of sale material. 21933 7%" Combination Biade| $ 2.35 FREE 

Just look at this Bonus Pack offer—the famous : 
Skilsaw 614” Model 536, world’s largest selling power F-L47S6 | Ootune &-Way Cteptay is FREE 
saw, and the new low cost Skilsaw 714” Model 537. | : mes = 
Together they cover the major share of your saw F-LG7SS | Special Otter Seamer; = FREE 
market. In addition you get 2 FREE hardtooth ee —_ 
combination blades—an extra $4.70 value—PLUS a TOTAL $114.60 $76.94 
free, colorful NRHA approved display. — 

Don’t miss this special No. 23200 Bonus Pack 


offer . . . it expires December 31, 1960. YOU MAKE UP 10 33% PROFIT! 


Get your order to your wholesaler, today! 


82% EXTRA PROFIT WITH 


~ SKILYIG SAW BLADE OFFER 


































Gh JIG saBre saws 
Fit ALL POPULAR JIG ANNO 
WOOD CUTT! 3, 
qromAt Re, at 5 a ia 9 “a : : ; ° 
2 a . il vOnei @e 
“ant <i | - fo ALL JIG AND 
NRHA EEE | Bt f wa. “Aer asso" BRE SAWS USING 
APPROVED a ne = SES gaits NRHA ” SHANK BLADES 
DISPLAY ee eee APPROVED 
FEATURE THER | 
DISPLAY ) 
PACKAGE 
NEW PACKAGING—5-Pack  - 
NEW FREE DISPLAY—invites | encourages multiple blade sales. 
self-service sales. Blade tree holds ‘ Plastic sleeve slides open for single 
late 
T] om Cole to Me) a4 | More) (eo) erorele(-10 mi o)t-lel-m ol-leL. ce | blade purchases. Complete 
Steel bar construction. Only 10° ; blade use information on back. 


wide, 10° deep, 13% high. 


SE EI PROOF OF PROFIT 


ON NO. 22536 BLADE OFFER" 


Be eg fe Poon | Teen 
er Biade Description Retail 
‘ , 5 Metal Cutting, Coarse $5.50 
P seed ladiineenahaieetaaidimiateenel | 


| 5 Metal Cutting, Fine 5.50 
NEW BLADES —fit all popular jig and ~ 

sabre saws. Color coded by 7 
e}f-lel-mael-m- tale mobi -# 


5 Wood Cutting, Coarse = | 4.75 





5 Wood Cutting, Coarse |. | 4.75 
5 Wood Cutting, Fine 


4.75 
5 Wood Cutting, Extra Fine 4.75 
Special Offer Gives 64% Markup a oer | 5 Wood Cutting, Coarse 2.79 


. - ” : - 5 Wood Cutting, Fine . 2.75 
To introduce Skil’s new “universal’’ color-coded 


blades, multi-sales packaging and self-service 
display, we are making this special offer— (1 each blade 19541, 19542, 19543) 

a Long-Life Blade Assortment Free with each " Gaelanstite fastest 395 
purchase of No. 22536 blade offer. That’s an extra (1 each blade 19539, 19546, 19502,19544) | (FREE) 
842% over and above your regular 334% profit. 


5 Wood Cutting, Extra Fine | 3.50 


Basic Assortment | 3.60 


Total Retail $46.55 
Your Regular Cost (at 33'"%%4% Profit) $30.98 
Your Special Cost (with Extra 8%4% Profit) $28.35 


Yes, this three-way special offer can’t be beat. 
You get (1) high profit, fast turnover blades that 
fit all popular saws; (2) the most attractive 
blade packaging in the industry and (3) a sales Your Profit (over 64% mark-up) $18.20 
making display that puts merchandise where it can Plus FREE self-service display 
be seen and sold automatically ! 


*(Order Cat. No. 22537 to receive above “Biade-Offer” without display) 


NS J 


10% EXTRA PROFIT WITH e 


KIL 16-BLADE ASSORTMENT 












NEW!.FREE BLADE DISPLAY— 
holds up to 25 blades, record rack 
style. Made of durable, attractive 
‘brass-plated steel. Has permanent 
Blade Selector Chart that gives 
Mrore}anie)i-)¢- mu olt-Cel-mlanielatar-ldlelamm tac 
saw makes that Skil blades fit. 



































—— a i. fe, ome fe, 
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SS 
7 4 
405 4530" 


NRHA 
APPROVED 


PROOF OF PROFIT 


ON NO. 22516 BLADE OFFER” 


Quan. Cat. No. Blade Size, Type, Arbor Retait 


17988 614" Comb., 5%" Rd. $9.30 
13247 714" Comb., %" Rd. 6.20 
12611 8” Comb., 5%”, 34” Rd. 3.50 
16122 644" Comb., Diamond 9.30 
377 744" Comb., Diamond 6.20 
388 84" Comb.., Diamond 3.50 
16123 6%" Cross-Cut, Diamond | 3.10 
356 744" Cross-Cut, Diamond | 3.10 
18552 614" Cross-Cut, %" Rd. 3.10 
19258 714" Cross-Cut, %" Rd. 3.10 
Blades Total Retail $50.40 
Your Regular Cost (at 33°‘A4&F Profit) $33.64 
Your Special Cost (over 10% Extra Profit) $30.00 


Special Offer Gives 68% Markup! 


With every order of Skil’s Basic-Stock Blade 
Assortment you get 10% more profit . . . gain a 68% 
markup. And you get it with a minimum investment, 
too, because you stock just 16 top turnover blades. 
With this minimum inventory you feature the 
three most popular blade sizes—6 14’, 714” and 84” — 
in the blade types most customers want. And you 
merchandise it in the minimum space—less than half 
a square foot of counter space. 
ro is the Blade rnin <co you need and can Your Profit (a full 68% Mark-up!) $20.40 
sell at the greatest profit. Order No. 22516 Pius FREE Record Rack Display with Blade Selector Chart! 
Blade Assortment, today! 


3 
2 
l 
3 
2 
] 
l 
l 
] 
l 


*(Order Cat. No. 22517 te receive above “Blade Offer” without display) 








SNAP/LOCK TOOLS OBSOLETE 
CLUMSY ATTACHMENTS - 








SNAP IN—IT’S LOCKED! , SNAP OUT—IT’S OFF! 


Skil Snap/Lock Tools snap on ...snap off 4% drills in just 3 seconds. No assembly using 

screw drivers, wrenches, clamps or bolts. Think what a dramatic, sales-making demonstration that | 

makes ... drill converts to jig saw, sander, 6 grinder or 5’ saw with nothing more than twist of the wrist | 
. : 


Snap/Lock...the Most Important Sales Opportunity in Years! 


The most important opportunity? Absolutely! booming sales. They’re low cost—especially 

Here’s why. Skil Snap/Lock Tools represent a sales important to first-time buyers. They offer 
opportunity every time you sell a Skil 14” drill. multiple uses for 14” drills—more demonstrable 

In addition they represent a sales opportunity on economy. They’re matched in styling—helps build 
more than 5,000,000 Skil and B&D 1%” drills demand for and sales of complete sets. And 

now in use. And remember this consumer interest finally, it’s a balanced line of high turnover tools— 
in Snap/Lock Tools represents a chance for not a slow mover in the group. 

more 4” drill sales. 


That’s why it’s important for you to stock, 
That’s not all. Skil Snap/Lock Tools have demonstrate and promote Skil Snap/Lock Tools— 
built-in popularity features that practically insure the sales opportunity is unlimited. 





A SNAP/LOCK TOOLS: 
FOR THE PRICE OF 3! — 


FREE Permanent, Self-Demonstrating Display 
Wz) con UE) colanl-1am-jar- 1 ome igi imial co me-y-lalel-1aniels 












Pp sc = 4: = 
nvincing demonstration. Colorful display 


‘an f r ~ ea r ~ ~ rr a a 
cards packed with each too! in Master Pack. 
e 


ssONet fe, 
ry 4 


~ ‘ 
405 ass" 


NRHA 
APPROVED 
DISPLAY 


FREE $2.95 Waliholder 
with each Snap/Lock 
folelmm @-) 401-19) am el -lalens 
grinder). Bolt together 
for complete workshop 
too! center. 





OTR yelk- Waer- lal ol-moleliccre 
dolet-\dal-iae- b-mrelal-mialh@e-1¢le) 4-8 
or used individually (/eft) 


to suit space available ¢ 


PROOF OF PROFIT 
ON NO. 23234 MASTER PACK 


Description Retail WP $2.95 Wall Holders with 5” Saw, Sander and 
4" Drill & Power Unit $16.95 Jig Saw—$8.85 Total Value! 


FREE (with NO. 23234 MASTER PACK): 


Snap/Lock 5” Saw 16.95 | [iB Drill Holder metal display unit 
Snap/Lock JigSaw 16.95 Y 5 Individual Space-Saver Display Cards 
& 4 Colorful Snap/Lock Window Streamers 


Snap/Lock Sander _ 16.95 
Snap/Lock 6” Grinder 16.95 e 55 Lock Tool Stuff 
Total Retail $84.75 nap/Lock Tool Stuffers 


Your Regular Cost (at 30% Profit) $59.35 Ej Business Reply Card for ordering ad mats, 
Your Special Cost (with Extra 25% Profit on Snap/Lock Tools) $47.48 more stuffers and streamers 


Your Profit (over 78% Mark-up!) $37.27 


THIS OFFER EXPIRES DECEMBER 31, 1960 
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BIGGEST SKIL AD CAMPAIGN EVER' 


Tie in to this spectacular Fall ad program for extra sales and profits 


SKIL has everything you need for making this Fall vour biggest- 
FREE 


Streamers, Stuffers (specify “Snap/Lock’’, 


tie-in materials include 


“Saw "Ye 


ever power tool selling: season! 


or “‘Full Line’’). 


Brochure of available FREE Ad Mats. Write us TODAY for your 


materials and plan nou 


program for PROFIT! 


to tle in. 


a 


It’s a complete merchandising 





Skil Ad 


Sore 

-, 

ae che 
oe () 

by a ae 


Ss in All 


issues 


September 27 to December 20 


Skil Ads in Every 





aeCeANere 


CHANICS| 





September through November 








Sept. 27 
Oct. 11 
Oct. 25 
Nov. 8 
Nov. 22 
Dec. 6 


On Sale 


Sept. 13 
Sept. 27 
Oct. 11 
Oct. 25 
Nov. 8 
Nov. 22 


Dec. 20 Dec. 6 


Skil Products 


6%". 74%" Saws 

Jig Saw 

1%" Drill, Snap/Lock 
64%", 74%" Saws, Jig Saw, 
%" Drill, Snap/Lock 
64%", 744" Saws, Jig Saw, 
Sander, %4” Drill 
Snap/Lock, 4” Drill 











issue 
September 
October 


November 


Skil Products 
644", 7144" Saws, 
Jig Saw 
4" Drill, Snap/Lock 





Albany 
Albuquerque 
Amarillo 
Atlanta 
Baltimore 
Birmingham 
Boston 
Buffalo 
Charlotte 
Chicago 
Cincinnati 
Cleveland 
Columbia, S. C. 
Columbus, O. 
Corpus Christi 
Dallas 

Dayton 
Denver 

Des Moines 
Detroit 

El Paso 

Ft. Lauderdale 
Ft. Wayne 

Ft. Worth 
Grand Rapids 





Skil Ads in 69 
LOCAL PAPERS 


Every Week for 4 Weeks 








AMERICAN WEEKLY plus 32 
Local Sunday Supplements 


Newspapers 


THIS WEEK plus 21 


Local Sunday Supplements 


AMERICAN WEEKLY plus 32 
Local Sunday Supplements 


THIS WEEK plus 21 


Local Sunday Supplements 


Houston 


Huntington, W. Va. 


Indianapolis 
Jacksonville, Fla 
Kansas City 
Knoxville 

Los Angeles 
Louisville 
Lubbock 
Memphis 

Miami 


Products 


1%," Drill, 
Snap/Lock 


614", 744" Saws, 
Jig Saw 


614", 744" Saws, 
Jig Saw, %4" Drill 


Snap/Lock, 
4" Drill 


Milwaukee 
Minneapolis 
New Haven 
New Orleans 
New York 
Norfolk 
Oakland, Cal. 
Oklahoma City 
Omaha 
Peoria 
Pittsburgh 


SKIL CORPORATION, 5033 Elston Ave., Chicago 30, Illinois 


Philadelphia 
Phoenix 
Portland, Ore. 
Providence 
Richmond 
Rochester, N. Y. 
Sacramento 
Salt Lake City 
San Antonio 
San Diego 

San Francisco 
Seattle 
Spokane 

St. Louis 

St. Paul 
Syracuse 
Tampa 

Toledo 

Tulsa 
Washington, D.C. 
Wichita 

West Palm Beach 








: cA 
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1958 Awan 


for the most attractawh; toupee 





QUIK-SPRAY enamels and lac- 
quers in spray cans has been 
awarded FIRST PRIZE in the 
national package competition 
conducted by the Aerosol Divi- 
sion of the Chemical Special - 
ties Manufacturers Association. 
The famous Sheffield quality 
combined with eye-stopping 


Shefttield Bronze packaging can mean more prof- 


its for you. A complete range of 


Paint Corporation decorator colors ... regular 12 
17814 Waterloo Road «+ Cleveland 19, Ohio ee OF Cre Se CS 
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> OXWALL 














: 7. 
OXWALY ; 


(FI 





© OXWALL 





CAN BE USED 
AFTER CHRISTMAS 
AS WELL. 





© OxwaLt 


Your choice of pliers, screwdriver sets, wrenches, power 
bit sets, socket sets, drill sets, etc. 


—_ v ur YOUR VOLUME EVEN HIGHER 
CG OXWALL 


Want more facts? Circle 113, p. 59 
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QUALITY TOOLS 


QUALITY TOOLS 


> OXWALL 


#600 ro a > 


COMPLETE (dom 
TOOL GIFT 
DEPARTMENT 


in a minimum of space 

¢ 10 popular items for 
multiple sales and 
profits « Christmas 
skin and bubble 
packed « Attractive 
eye-appealing gift 
packaging * Outstand- 

ing values create im- | 
pulse sales ¢ Promotes 
‘Do-It-Yourself’ sales Hi 
for Christmas ¢ Color-” ~ 
ful compact self-selling 


counter or floor display 
Dimensions: = Total Retail Value 

28” wide, 6” deep, 32” high 
Pack: One deal in self-shipping carton Dealer Cost 


Weight of deal: 30 Ibs. SDS Bigg 5+: 
DEALER PROFIT .$19.80 


QUALITY. TOOL 











Get in touch with your jobber, 
or write: ot NOME cy 





a 


OXWALL : Or = TOOL COMPANY, LTD. 
"ae 401 PARK AVENUE SOUTH, NEW YORK 16, N. Y. 


©1960, Oxwail Tool Co., Ltd. 
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The nearsighted MISTER MAGOO 



































Fits WHERE 100S 

















I 
OA mc runes C80 ALL GH TS CO £ 
IA are | 


““My friends, I want to thank you for this public demonstration of support in my crusade against 
eyestrain. I stand firmly on a platform of General Electric Soft-White Bulbs for everyone!” 











ae 
Mister Magoo runs for office on IT 5 ) 


a platform for profits for you—in \j EASY 
the zaniest, rip-roaringest, sellingest TV “4% (i oe 
campaign ever—starting September 19th. BULBS, ARE 
Get set for biggest profits . . . stock up on = 
G-E Soft-White bulbs now! Be far-sighted! 


Tie in and win with Magoo! 














Want more facts? Circle 114, p. 59 
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YOU’LL WIN BY A 
“LAMPSLIDE” WITH 
GENERAL ELECTRIC’S 


a 
eee? NORMALS Ba 


WilH MAGoo 
od and You bok NafURAL Vor THe STRAIGHT 7 

















PESCENT FOR HOME USE ANTi- BuLBSWATCHING 


F]]_EASIOR on THe EVES TICKET | 
KDE? To CoMPUELONS "AGE Sogt-while Bulb U Fm.’ 
IN EVERY SoKeT” \ 7 
Shor | 
HARSH SHad 


CAMPAIGN STARTS SEPTEMBER 19TH. You'll 
see the greatest concentration of local TV spots ever put 
behind any light bulbs. You'll hardly be able to turn on 
a TV set without having Mister Magoo sell you a 4-pack 
of G-E Soft-White bulbs! 




















100 LOCAL MAGOO TV SPOTS will blanket 269 
stations in 125 top markets, covering 95% of American 
bulb buyers. 


55,647,000 MAGAZINE READERS will be urged 
to “vote for Magoo and G-E bulbs too” in big ads in 
LIFE, Sept. 19th (shown at left) and POST, Oct. Ist. 


SUPPLEMENTARY DISPLAYS AND SPECIAL 
MERCHANDISERS, all featuring Mister Magoo and 
G-E Soft-White bulbs, will be available for all types and 
sizes of stores. Order yours now! Ask your General Electric 
bulb representative or write General Electric Company, 
Large Lamp Dept. R-08, Nela Park, Cleveland 12, Ohio. 


A G-E TV SET or one of 49 G-E “Shirt Pocket” Transistor radios in 
a special contest for General Electric bulb dealers. Ask your G-E bulb man for 


full details—also for your local schedule of Magoo TV spots! 











Progress /s Our Most Important Product 


GENERAL @ ELECTRIC 


Want more facts? Circle 114, p. 59 
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new addition to the top seals’’ line 


Only Town & Country Features TWO TOP 
SEALS Sales! You've seen it happen. Mention 
endorsement by Parents and Good Housekeep- 
ing and a customer takes notice. Add to this the 
power of advertising in LIFE, and you'll see why 
“Town & Country” seats are the best-recog- 
nized in America—and the easiest to sell! Call 
your Town & Country salesman for the tools to 
launch your own “Two Top Seals” promotion! 


ADVERTISED I® 


LIFE 





NO. SOO 


A fully molded quality seat with color clear through 
with hinge in matching color! Seat is strong, 
glossy, nick-proof and smooth—carefully contoured 
for lovely effect! New molded hinge cannot cor- 
rode, rust, break or mildew. New beauty, new color 
makes “Town & Country” No. 500 your logical 
sales leader! In decorator White, Black, Blue, 
Green, Pink or Yellow. 


No. 300—Ultra-de- 

luxe—full saddle 

seat with con- 

cealed hinges, 

No. 3000—One of a coated finish. 11 

M-100—High-lustre TS at full line of “Town colors. 
enamel finish. & Country” deco- 
Molded seamless rated seats. No. 400—Top of 
construction. M-200—Genuine the line. Full saddle 
Moided hinge. Sea Pearl finish in design, concealed 
Decorator colors. eleven lovely hinges. Sea Pear! 


colors. Molded finish, eightcolors. 
hinge. 


COLUMBUS, MISSISSIPPI 


Want more facts? Circle 115, p. 59 
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Ve Profits lhe Prize wx 


PRIZER-WARE 


a product of TEXTILE MACHINE WORKS Foundry Division, Reading, Pa. 
e 


e Largest domestically manufactured line of por- 
celain cast-iron cookware 


e Kitchen coordinated, fast-turnover colors; Red, 
Turquoise, White decorated with green ivy leaf 


e Backed by the industry’s first Guarantee against 
chipping, cracking, staining 
Promoted with a sparkling new array of store supports 

e Beautiful new packaging and product tags 


e DuPont Sponge tie-in to inspire confidence in 
Prizer-Ware’s easy cleaning 


e Colorful point-of-sale folders and displays, smart 
newspaper mats and clerk help materials 


Ask your distributor for PRIZER-WARE for Profit Prizes, Surprises! 


READING, PA. 


Sales Offices: New York, Chicago, Detroit 


Want more facts? Circle 116, p. 59 
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CLEANING 


SUPPLIES (%) 
HOUSEHOLD BRUSHES 





) . 





$ 





No Sale 


Last week, this Oxco #12 Merchandiser was selling brushes 


like it was bucking for the manager's job. This week, it isn’t 
earning its keep. Someone forgot to re-order stock. 


When we see a situation like this, we feel we've failed 
somehow. But at these prices, you can’t build in an automatic 
reloading feature. We have, however, (with a big assist from 
the NRHA) built a powerful, working, selling unit and stocked 
it with the top items in America’s top brush line. Keep it 


stocked and you'll have a free, full-time clerk working for you. 


Who's to blame for the empty merchandiser? Next time your 
Oxco Jobber comes in, give him what-for for not reminding 
you to check stock. And give him an order. 


Want more facts? 
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you might try the 
Oxco #25 Merchandiser. Over twice as many hooks to fill, 


If you’re really looking for problems 


there’s twice the profit. 


2<GO) 


OX FIBRE BRUSH COMPANY, INC. 
rreoericx <olabahed /F§¢ maevi ano 


twice as many brushes. Of course, 


THE LINE THAT 
MOVES 


Circle 117, p. 59 





MIDNIGHT, AUGUST 3t 


your last chance to order 


< g A L Ly ifs é. extra profit 


“Early Bird’’ deals 


=" 11 FREE GOODE 


WINDOW MATERIALS 
t |= worth up to $/ 2 2 eait 


CLL | D> FREE 


to your door! 


Now you make more | $700 CASH for this coupon! 
profit than ever 


on R-V-LITE flexible 
window materials 
SEE YOUR JOBBER SALESMAN 






































ARVEY CORPORATION will send you $1.00 cash if you have 
this certificate, properly filled out, on file with us when we 
receive your “Early Bird Deal” order from your jobber. Certifi- 
cate and orders must be postmarked not later than August 31, 
1960. This certificate also entitles you to get all of the exciting 
new R-V-Lite promotion materials for 1960. 








By _ 
Address 
City 


Arvey, CORPORATION 


Since 1905 ® ° 
fF 


3500 NO. KIMBALL AVENUE, CHICAGO 18, ILLINOIS 


My jobber is: 
Company____ 
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} 
! 
i 
| 
| 
Dealer Name 
| 
| 
| 
i 
/ 
| 
| 


Address 


A cimieiendabeineenmementneses 


Want more facts? Circle 118, p. 
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THEY’RE THE HOTTEST... THE HOTTEST 


A complete line of heaters ...only 4 models 


Toastmaster’s New Super De Luxe 
PUSH-BUTTON HEATER 


Wy}\) 
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AUTOMATIC 
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Toastmaster’s exclusive ‘‘Instant 
Heat” elements are hot as soon as 
they’re turned on! Heater provides 
both radiant and blower-forced heat. 
Automatic thermostat coftrol. Tip- 


over safety switch. 
This handsome new heater offers a choice 


1650- or * 
of medium (1100-watt) or strong (1320- 1320-W. $ 95 
watt) heating action at the touch of a but- MODEL 9A2 
FEATURING “HEAT- ton. Extra reserves of heating power also 


instantly available by merely touching the 
INTENSITY-—  1650-watt button. Produces both radiant POPULAR PRICED RADIANT HEATER 
and forced-air heat. Bottom button gives eae oo a ae ee 
SELECTOR’”’ positive OFF. Rich gold-color grill and 4, eee ae a. prod ae’ 
frame. Brushed gold “AN WA se 


be 7 » Exclusive ‘‘Instant-Heat’”’ 
@ Now—Positive on-off control! color control panel. MODEL 9D1 py wn §6rradiant element glows hot 


i1t-i : x STE, i ©6instantly. Safety tip-over 
@ Now—Vary heat output at touch eg Tip a +2 3 4 5 es cea switch turns heater off if 
of a button! . ~ hie 


, upset. 
@ Now—Reserve power for heav- safety switch. 
ier heating loads! 


| | . 
Same pushbutton heater with lower wattage. ——™ 1320-w. $ 3 5 
@ Now—Three “Instant Heat" ele- Buttons give 1320W, NlOOW and $3995" i MODEL 9C2 

ments! 900W heating action. Model 9D2 


Want more facts? Circle 119, 
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“Instant t...originated, pioneered and P 


SELLING HEATERS IN THE INDUSTRY! 


~- all with exclusive ‘Instant Heat’’ 


TORsTmasTeR SELL MORE HEATERS 
With this new heater display 


Grey masonite shelves with blue lettering. 
Wrought iron framing. 63” high, 36” wide, 22” 
deep. Designed to hold the Toastmaster “‘flash- 
ing action”’ unit. Also perfect for displaying 
other Toastmaster appliances as well. 


REGULAR $30 VALUE... now available through 
your Toastmaster distributor. Ask about the 
special Heater Display Deal! Call your Toast- 
master distributor, now! 


“FLASHER UNIT” 
Demonstrates 
Toastmaster “‘in- 
stant heat’’ when 
customer touches 
button. Won’t 
stay on. Takes 
only 17” of coun- 
ter space. 


COMPACT 
AUTOMATIC HEATER 


‘Instant Heat’’ element heats 
up instantly. Tip-over safety 
switch. Positive-pressure cen- 
trifugal blower delivers more 
heat faster. Thermostat con- 
trols temperature, automati- 
cally turns heater on and off. 
Gives both radiant and forced- 
air heat. 


moon 901 *] yo 2 


*Recommended Retail Prices 


STOCK UP NOW! cau your 
incon re oe, : TOASTMASTER DISTRIBUTOR TODAY! 
vow TTF =6f TOR STMASTER 

yy “ae Sit in Elche Aomewaeas 


Want more facts? Circle 119, p. 59 
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Here is your FALL PROFIT PACKAGE 


NEW Lon-Tac F° G-18 ASSORTMENT 6 new patterns) 


at 
bit 


TURNS OVER EVERY GO DAyYs. 
RETAIL VALUE - $73.50 


Packed with a sales wallop for a sixty day turnover, this new C-18 assort- 
ment contains CON-TACT six new patterns for Fall as well as eye-catching, 
point of sale display material. 


When you stock CON-TACT’s ‘“‘six-for-sixty,”” you stock the original self- 
adhesive vinyl your customers insist on — the only waterproof, washable, 
self-adhesive plastic SANITIZED® for hygienic protection and nationally 
advertised to reach more than 37,000,000 ready-to-buy customers. 


Order other members of the nationally advertised CON-TACT profit family 
too...36” width, heavy-duty CON-TACT TOP and 3-Dimensional! 
~ SCULPTURE CON-TACT wall panels. 


For the name of your nearest CON-TACT products distributor, write to Comark® Plastics, 
division of COHN-HALL-MARX CO., Dept. H-1, 1407 Broadway, New York 18, N. Y. 


Want more facts? Circle 120, p. 59 
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a yard retail 
18” WIDE 


M-15 rack stocks 
15 rolls of CON- 
TACT. Takes up 
only 191%” of 
space. 





The Debut of the 
SWING-A-WAY 
DeLUXE 
AUTOMATIC 
CAN OPENER 

















Model 1509 RM-WM-YM-PM-TM-SM... Red, White, 
Yellow, Pink, Turquoise and Sandalwood enamel, Chrome trim $6.95 
Model 1509M Polished chrome $7.95 


Just out...the new standard for comparison in automatic 
can openers... the Swing-A-Way DeLuxe! Its sophisticated styling has the 
timeless value of all Swing-A-Way design, and beneath the beauty is a time- 
proven mechanism to give years of trouble-free service. See the newest and 


neatest look in can openers...the totally new Swing-A-Way Deluxe Automatic. 


Finest Features! Single-handle automatic operation ¢« Exciting, totally -new 


styling ¢ Six decorator colors ¢ Sturdy cast housing *« Powerful, ceramic magnet 


¢ Gear-driven cutter * 3-position wall bracket * 5-year written guarantee. 


: a 
you can sell more, make more with SwinG:A WAY 


SWING-A-WAY MANUFACTURING COMPANY + ST. LOUIS 16, MO. + In Canada: Fox Agencies, Port Credit, Ont, 
Want more facts? Circle 121, p. 59 
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his isa Fly-By-Night 


It is hard to sell...because Customers don’t recognize the Name. 
It makes you work twice as hard...You’ve got to sell the Name 


before you can sell the Product. 





Customers know this name...and have bought by it for 60 years. 
They know it stands for Quality... Styling... Performance. Half 
your selling-job is done by the Detecto name alone! 


(which stands for “Proof from the Show’’): Buyers must agree that the Detecto name guarantees sales. At the Atlantic City National Housewares 


I ° S. Exhibit, the Detecto line for Fall ’60 racked up new highs for show orders. Leading the excitement: the new promotional scales and hamper ensembles 
designed for higher markups, higher profits and the new Detecto Luxury Ensemble, with color-matched ‘99’ Scale (shown above). Detecto Scales, Inc., 540 


Park Avenue, Brooklyn, N. Y. 





For information, write Detecto, or contact: Baltimore, Md.: A. Littlejohn + Birmingham, Ala.: R. Custred * Boston, Mass.: J. McElroy, Chicago, Ill.: W. Jacobson « Dallas, Texas: D. U. Parker 
« Kansas City, Mo.: R. P. Ingram « Los Angeles, Calif.: J. J. Firestone * Memphis, Tenn.: T. J. Carroll * Miami, Fla.: J. W. Robertson * New York: J. Goldner, 


F. Daub » Oklahoma City, Okla.: T. L. Gooch » Rochester, N. Y.. H. N. Metzger * San Francisco, Calif.: Wagener & Swanson + Seattle, Wash.: P. N. Smith * Toronto, Canada: Diwalt Sales 


Want more facts? Circle 122, p. 59 
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How to get Mrs. Smith . 


Hardware Age 


feature articles 


Vol. 186, No. 3 





Aug. 11, 1960 








of the house ! 








This is your big selling problem; here’s how one dealer tackled the problem. 


Mrs. Smith—one of your customers—shuts off the 
vacuum cleaner. She pats her hair. She straightens 
her apron and goes to the front porch. 

This everyday scene is important to you. Mrs. 
Smith may be taking the first step to becoming a 
customer in your store. 

Mrs. Smith is going to the front porch to pick up 
the morning mail. Chances are that one or more con- 
sumer mailers will be in the mail. Hardware stores. 
department stores, variety stores, drug stores, dis- 
count houses are giving Mrs. Smith ideas on mer- 
chandise she wants and where to buy it. 

What about your store? 


Are you getting the buying idea over to Mrs. Smith 
in the quiet of her home where many buying deci- 
sions take shape? Or, are you letting your competi- 
tors give Mrs. Smith ideas that lead to the first giant 
step towards a store? 

Do you think catalogs are effective in getting Mrs. 
Smith to walk into your store? If you ask John Roos 
that question he'll give you an emphatic “Yes” an- 
swer. Mr. Roos’ answer is backed up by the fact 
that he squeezes the greatest possible selling benefits 
from consumer catalogs for the benefit of his hard- 
ware store in Fountain City, Tenn. 

The fact that Mrs. Smith does come to Fountain 


HARDWARE AGE, August 11, 1960 © 4] 





How to get Mrs. Smith out of the house 
(Continued ) 


A mailer being prepared by Dealer John Roos. Material 
from a manufacturer goes out with wholesaler's catalog. 


; ere : : ‘ “ ¥ . 
| es ; ae ae 


Giftwares benefit from mailer traffic. On left, saleslady 
Mrs. Flora Lee Dennis, and Mrs. Hazel Williamson. 
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City Hardware for housewares and hardware mer- 
chandise is the end product of careful planning on 
the handling of mailers. 

Mr. Roos’ appreciation of mailers goes back to the 
fact that he started his hardware career at the whole- 
sale level, with C. M. McClung & Co., Knoxville whole- 
saler. And since becoming a dealer some years ago 
he learned the value of mailers offered by McClung 
from the retailer’s viewpoint. 

Fountain City Hardware sends out all the mailers 
offered by its supplier. Also, it uses all the sales liter- 
ature made available by manufacturers. Mailing pieces 
from manufacturers work for the store because Mr. 
Roos makes sure they are distributed. All mailers 
are sent to the store, so when a wholesaler’s catalog 
goes out, sales literature from manufacturers is in- 
cluded. 

The reason for direct handling of mailers: to keep 
a tight control on distribution. Actually, the address- 
ing is done by a local service company. But Mr. Roos 
maintains his own list. This control insures an active 


When the grocery store competes with you 


When the grocery store down the street competes on 
garden tools, here is an idea to help sales in your 
store: when a customer asks about price, quote on 
your full line. That is what John Roos does in his 
Fountain City (Tenn.) Hardware Store. The reason: 
to avoid letting price-shopping customers think a sin- 
gle price quoted on your line is comparable to the 
grocery store’s special, to let customers know your 
store stocks a full line. 


list. Each time the wholesaler’s mailer is available, 
Mr. Roos has to check his list in placing his order. 
Since Mr. Roos has the mailers, and sales literature, 
in his store he is aware that a mailing is to go out, 
and sees that the material is mailed. 

To Mrs. Smith, specials offered in a mailer from 
Fountain City Hardware are real specials, and are 
on sale only for the time stated in the mailer. 

To Mr. Roos this is an important point in the man- 
agement of mailers, to get Mrs. Smith out of her 
home and into his store. 

As soon as a mailer goes out, special merchandise 
is put on display. When the stated time has elapsed, 
the specials go off display. The reason: to make Mrs. 
Smith aware that special merchandise is available 
only for the time specified. Otherwise, Mrs. Smith 
finds specials on display long after the mailer is out- 
dated. Mrs. Smith may get the impression that spe- 
cials are just so much conversation, actually every- 
day merchandise at everyday prices. 

However, Mr. Roos’ policy is flexible. If a customer 
mentions an item on special after the special has gone 
off display, he will scour around and see if he just 
happens to have one of the items left. Usually he does, 
and is willing to let the customer buy it at the spe- 
cial price. Mention of the mailer is evidence to Mr. 
Roos that mailers do outlive their natural life in pull- 
ing Mrs. Smith into his store. @End 
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Carnival theme moves power tools 


Are you interested in a promotion for your power tool section that draws 


traffic from men and women? Here are ideas you can put to work in your store. 


“A power tool carnival is a powerful traffic building 
weapon if given the proper promotion, and if the pre- 
liminary planning is worked down to the tiniest de- 
tail.”” This is the opinion of Frank H. Spink, Jr., Bunt- 
ing Hardware Inc., Kansas City, Mo. 

In February, 1960, this downtown hardware store 
held its sixth annual spring tool carnival. Each year, 
the results of the sale make the effort and time in- 
vested in the three-day promotion a bit more worth- 
while. The 1960 edition was no exception. 

Each year a few more manufacturers participate, 
crowds are a little bigger, and sales climb a notch or 
two. Each year, the cumulative effect of making the 
store mame synonymous with leading power tool lines 
is more noticeable. 

Also noticeable each year, the percentage of women 
enthusiasts among the crowds is higher. 

There were seven manufacturers at the first Bunt- 
ing show. The number doubled at the 1960 show. 

The 1960 tool carnival drew crowds averaging 1000 
persons daily. Gross power tool business for the month 
of February was 400 percent over normal. 

Some 1500 persons registered for free gifts. As 
usual, the store realized too] sales for months after- 
wards as result of personal encounters with customers 
visiting the carnival. 

One of the key factors that makes the Bunting pro- 
motion successful is the painstaking attention given to 


Advertising builds traffic for a power tool promotion. 
Frank H. Spink, Jr., store executive, inspects such an ad. 





Carnival theme sells power tools 
(Continued) 


filling the store with a carnival atmosphere. Colorful 
banners, streamers, etc., are used in decorating the 
first-floor carnival area. Each of the 14 manufacturers 
featured at the 1960 show was given a ready-made 
booth for displaying products. 

The attractively decorated booths, 8 x 10 ft, were 
designed and built by the store. They feature bolt and 
nut construction and fold up for compact storage in 
the basement. With a little touching up, they are ready 
for use another year. 

Each of the booths is supervised by a manufacturer’s 
representative with the ability to talk knowledgeably 
of his products, and conduct smooth demonstrations. 
Each manufacturer contributes free prizes for the 25 
or so items that are given away at daily drawings. 

Each manufacturer has an individual drawing in the 


44 ¢ HARDWARE AGE, August 11, 1960 














ie 


Power tool demonstrations are part of a tool carnival. 


booth. One manufacturer, for instance, featured a new 
radial-arm saw and offered $40 worth of free acces- 
sories in a drawing. The representative at this booth 
diligently pushed the free schooling given customers 
for this saw, pointing out that four nights of training 
were included with the sale. 

As an extra inducement to get women into the car- 
nival, the store held a free pressure cooker clinic. The 
public was invited through newspaper advertising to 
bring in ailing pressure cookers and have them re- 
paired. No charge was made for the labor, only for 
parts. About 50 repairs are turned out annually at this 
booth. 

Getting women traffic, Mr. Spink says, has the end 
result of getting in more men. In addition, he says 
significantly, more women than ever are showing in- 





terest in power tools. “Giving them exposure to equip- 
ment shown at the carnival is good business.” 
The store served free coffee and cakes at the carnival. 
A tape recorder broadcast peppy music with pertinent 
commentarv by Mr. Spink, calling attention to various 
features of key tools in the sale. 
The store staff was increased about 25 percent for 
the carnival. All salesmen were carefully rehearsed in 
product features of various tool lines. The men and 
women were dressed in fancy shirts, ties and derby 
hats. 
Careful preliminary preparation plays a basic role 
in the carnival format. The show is scheduled in 
February, usually between Washington’s and Lincoln’s 
birthdays, because: 
(1) There is usually a sales lull in power tool lines. 
It’s a timely interim to give the department a shot in 
the arm. hd 
(2) It’s too early for the trade to start thinking yop : ) 
about getting outside with lawn tools. They’re still put- 6) . 0) 
tering around indoors. . As if 
From 90 to 120 days before the carnival date, Mr. ‘ : 
Spink gets out a letter to manufacturers, asking for ome 
cooperation. It gives the definite dates of the show and 
describes ways in which suppliers may participate. 
The window of the store is decorated about a month 
before the event with a wide selection of tools, featur- 
ing at least two or three models from each major line. 
Bunting’s misses few bets in publicizing the carni- 
val. 
About 80 spot announcements are used to promote 
the occasion on three Kansas City radio stations. These 





- 


are timed between 7 and 9 a.m. and 4 to 6 p.m. to catch 


(Continued on page 102) 


Store salesmen and demon- 
strators dressed in carnival 
outfits attract attention. 
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SPECIALIZE 


to sell more builders’ hardware 


This is the ad that got the ball rolling for the new 
builders’ hardware annex. The target: small and large 
contractors. The means: quality brand names and wide 
assortments. 





FIRST TIME 


for Southwest Florida 
A BIG NEW 


BUILDERS HARDWARE DEPT. 


ESPECIALLY FOR CONTRACTORS 


‘Devoted Exclusively to Builders Specialties © Architectural Hardware 
© Consultant Service © industrial Power Tools 


OPEN HOUSE 27rii.). Merck 4 Hi 900 Pat 


FOR 


BUILDING and GENERAL CONTRACTORS — ARCHITECTS 
HOME and INDUSTRIAL OWNERS — PROSPECTIVE BUILDERS 
PAVING and EXCAVATING CONTRACTORS 


SEE 


ELABORATE DISPLAYS — ADEQUATE STOCKS 
ALL TYPES of BUILDERS HARDWARE ¢ MEDICINE 
INDUSTRIAL and WOODWORKING POWER TOOLS 


TOP QUALITY —NATIONALLY ADVERTISED BRANDS 


® Sterley 
Black and Decker © Skil © Porter-Cable @ Delta 
Faitbanks-Morse © Bethlehem Stee! ® Crosby-Laughlin 
PRODUCTS — YOU CAN DEPEND UPON— FROM STOCK 


USED IN Schooks, Hospitals, Factories, and Groves 


FOL HARDWARE 


SECOND STREET ANNEX. Awe From Main Store << EDison 4-142! 
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How a dealer broadens a specialty 
department into an annex building, 
and draws more traffic. Here are ideas 


to increase builders’ hardware sales. 


“You can’t sell builders’ hardware on a piece-meal 
or part-time basis,” says a dealer who has made a 
startling success of this profitable line. 

Builders’ hardware has become so important to 
Fohl Hardware, Ft. Myers, Fla., that it has been given 
a separate building and a separate staff. It is slanted 
strongly toward serving the building contractor. The 
annex building is staffed by Pat Paterson, and Ralph 
Wimmer, who formerly traveled for a lock company. 

The expanded department carries a varied display 
of locks, hinges, closers and cabinets, so it can be 
used as a sample case by architects and contractors 
who want to pick out the type of builders’ hardware 
to be used. They bring their customers along if con- 
sultation is desired, to select the locks and hinges to 
suit special needs. 

“After consulting with the architect or contractor 
we make up for them, on a schedule sheet furnished 
by the lock companies, a complete list of the builders’ 
hardware suggested for the job,” says Mr. Wimmer. 

“This gives a complete description of the locks, 
hinges, and closers, and specifies in which rooms to 
be used. Even the type screws are indicated. When 
the merchandise is delivered it is carefully marked 
as to rooms, so there is less likelihood of the carpen- 
ters getting mixed up as to what material goes where. 

“With a specialized department we can carry more 
lines and more types of builders’ hardware than the 
average store. This gives us a wider, deeper selection. 








“Schools, for example, require special types of build- 
ers’ hardware, and so do hospitals. Residences of 
many and varied architectural types are being erected 
in Florida. Assortments are the key to volume here. 

“We carry more than 25 different brands of build- 
ers’ hardware. In addition to samples we have in 
stock, we have a whole library of catalogs for con- 
sultation purposes,” Mr. Wimmer says. 

In expanding its builders’ hardware department, 
Fohl Hardware decided to go heavily into the built-in 
kitchen and appliance business. 

Both the builders’ hardware and appliance depart- 
ments cooperate actively with contractors and realtors 
in holding model home shows. This has included some 
of the biggest subdivisions in Florida, also coopera- 
tion with the prefabricated home builders. These 
builders set up demonstration homes in prominent 
locations and then offer to duplicate them at a fixed 
price on the customer’s own lot. 

There has been much of this type construction as 
well as commercial building in Florida in the past five 
years. This is also true in many other parts of the 
country. Management can profit by keeping a close 
watch on new home developments. 

The success of Fohl in getting the contractors’ busi- 
ness is not only due to having the merchandise in 
stock. Other reasons include being well financed, 
buying in large lots, and operating a fleet of delivery 
trucks. 
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Pat Paterson (left) and Ralph Wimmer, department managers, examine their lock selection. 


Every effort is made to make delivery to the con- 
tractor as needed. Equally important to contractors is 
the extension of credit until they can get a loan on 
the houses. It is the same courtesy that many building 
supply houses extend, and explains why Fohl Hard- 
ware has so many repeat customers among contractors. 


Because of its wide acquaintance with contractors 
and builders, this dealer has the inside track on many 
jobs, but doesn’t depend on that alone for business. 
Building permits are carefully watched, and members 
of the builders’ hardware department actually solicit 
in the field. 


Direct mail is largely used to reach the contractors. 
Much newspaper advertising is used to reach the gen- 
eral public. 


Fohl Hardware advertises itself as the only concern 
in southwest Florida to have a separate builders’ hard- 
ware department. 


This department also features power tools, a natural 
tie-in line bought heavily by contractors. It is logical 
to link tools to builders’ hardware, Fohl’s manage- 
ment feels. 


On opening its new department, Fohl Hardware held 
open house for a week It sent architects and contrac- 
tors engraved invitations to drop in. Refreshments 
were served, and a big new list of prospects was de- 
veloped. @ End 
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Profits from the back room 


Are you looking for ways to make the floor space in your store room show a 
profit? Is the handling of bulky merchandise in and out of your store a 


problem? Here are ideas on how to make a profit out of your storage area. 








Stubbs Hardware front has large all-weather canopy, full glass wall and doors. 


Have you ever thought of having two separate 
hardware stores at the same location? The idea has 
merit, especially if you’re considering how to handle 
bulky merchandise from a storage and from a display 
angle. 

One store would handle bulky merchandise, such 
as soil pipe and fertilizers. The other store would 
handle the usual lines of hardware and housewares. 
The store for bulky merchandise could be located 
convenient to receiving mechandise, and convenient 
to loading it in customers’ cars. 

This is the way Allen D. Stubbs handled the prob- 
lem for his Stubbs Hardware in Seattle, Wash. 

Mr. Stubbs’ store is only two blocks from North- 
gate, Seattle’s largest shopping center. 

Mr. Stubbs’ two stores at the same location is the 
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answer to several problems. One was management of 
inventory and back-up stocks. Another was on dis- 
plays and handling of bulky merchandise on the sales 
floor. 

“Some dealers maintain that there should be no 
back room inventory whatever, that every item in 
stock should be put on display in one big sales room. 
This idea is an attractive one and I have seriously 
considered accepting it,” says Mr. Stubbs. 

“In a large city like this with good access to sup- 
pliers, the dealer certainly does not want to carry 
large back-up stock in most items. 

“However, there are some items such as fertilizers 
where the dealer can realize substantial discounts 
by buying in quantity. He often can’t afford to let 





7 
5 





such opportunities go, though he must buy with dis- 
cretion. 

“Then there are a number of other items that 
are strictly demand merchandise. Nothing whatever 
is gained by putting this out with housewares and 
hand tools.” 

Mr. Stubbs’ solution has been a compromise, but 
a workable one. He has a warehouse, and it occupies 
25 x 75 ft at the rear of the building. The regular 
sales room at the front measures 40 x 75 ft. 

This warehouse differs markedly from the tradi- 
tional idea of the dark, untidy, overstocked back 
room. The aisles are uncluttered and wide enough for 
customers to circulate throughout. It is well lighted 
by overhead fluorescent lighting. Merchandise is laid 
out on open shelf compartments and all display items 











Self service is encouraged in front sales room and back 
room. 


| q Large signs encourage customers to shop in the back 


stock room. 


are price marked for customers’ convenience. 

There are two open entrance ways with signs above, 
inviting the customer to go back into the warehouse 
for plumbing, cement, and similar items. The owner 
is selective of stock he carries in the back. 

Most of the items displayed in the principal sales 
room are handled without warehouse back-up stock. 
Many have limited back-up stocks carried right on 
the sales floor. With wood screws, for instance, the 
principal stock is displayed in compartments of that 
fixture, with back-up stock in boxes on the bottom 
shelf. 

For the most part, reserve stocks in the back room 
are limited to paints and the few items on which the 
owner is able to make a saving by ordering in greater 
than usual quantity. 

From one point of view, the back room at Stubbs 
Hardware could be considered a display room for 
bulky merchandise. 

All plumbing merchandise, for instance, is dis- 
played here, neatly arranged on a rack mounted to 
the back wall. Heaviest pipe is on the bottom for 
handling convenience. Also located here is the power 
threader and cutter. 

In another part of the back room is black soil pipe 
and fittings. This is simply laid out on a section of 
the floor where customers will see it. Each piece is 
price marked. Customers are invited to lay out the 
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Profits from the back room 
(Continued) 


Owner Stubbs loads cement for a customer 
back stocks. 


we 


pipe on the floor as it will be installed in their 
homes and estimate the cost for themselves. 

Window glass is stored only in the back room, as 
is hardware cloth, fencing, and flashing. 

Marked out on the concrete floor are distances 
from one to 50 ft for convenience in measuring and 
cutting. 

Pipe fittings, bolts, and carriage bolts are displayed 
also, in orderly bins with each compartment marked 
according to item and price. 

Stepladders are displayed here. Cement sacks are 
stored on the floor in a small compartment right 
next to the back door. This saves much lifting and 
hauling. 

The paint section is at the rear of the front sales 
room. Some back-up stock for this merchandise is 
carried in the back room, plus one section that was 
set up for the store’s color bar. A paint shaker is in 
the paint department in the front room, and another 
at the counter where the colors are mixed in the 
back. 

The owner makes good use of the sidewalk in front 
of the store as well. This space is protected from 
rain by a large canopy, with lights to illuminate the 
store front in the evening. Here, the owner displays 
such items as garbage cans, home incinerators, rollers 
and spreaders, lawn rakes, fertilizer, and peat moss. 

One supplier protects dealers through an insurance 
policy against theft of peat moss left in front of the 
store overnight, and that’s the way this item is han- 
dled. Other merchandise is brought inside. 
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from orderly 


The owner keeps a few items such as drain tile 
outdoors at all times, behind the building. No one 
seems to be interested in stealing this kind of mer- 
chandise, and there is no advantage to displaying it 
in the back room. 

Mr. Stubbs remodeled the front of the store a 
little over two years ago. At that time he moved 
the entrance to locate it more centrally, installed 
visual entrance doors, and a new sign. The interior 
is exceptionally well lighted and easily seen from the 
street. 

“There’s no point in trying to compete pricewise, 
with the large promotional retailer who has made 
a favorable buy on something that he advertises at 
a price below my cost,” the owner says. 

“However, I can compete with such a retailer if I 
have enough variety that the customer can buy every- 
thing he needs from me. 

“In such case, many customers will decide to buy 
from Stubbs Hardware rather than drive a mile or 
so away to the promotional dealer to save a dollar. 
They reason quite correctly that their time alone is 
worth more than that.” 

The variety of merchandise Stubbs Hardware car- 
ries is indicated by the assortment of garbage cans 
available at the store. Stubbs Hardware carries six 
types of this item, from 20 to 32 gal sizes. 

Yet, Mr. Stubbs has succeeded in keeping his stock 
in a healthy condition by ordering frequently in 
limited quantity. He operates on a retail inventory 
of about $30,000. Of this, about $20,000 is displayed 
in the front room. 

Sales are improved, Mr. Stubbs believes, when 
merchandise is laid out so the customer may serve 
himself. He has laid out his sales room accordingly, 
with merchandise on each island properly depart- 
mentalized and identified by a sign at the top. This 
sign tells the items displayed there and it is num- 
bered. 

“When a customer asks for something, we point 
it out to him and let him go to it himself,” the owner 
says. 

“IT believe that a customer is his own best sales- 
man if he is placed where he can see the merchandise 
and sell himself on it. We of course give much per- 
sonal assistance but also give the customer the op- 
portunity to select what he wants without the pres- 
sure of a salesman at his elbow.” 

In the last two to three years, the owner has taken 
down signs and items that he formerly suspended 
from the ceiling. He considers that these obstructed 
the view of the store’s interior and he now makes 
sure that merchandise stays below eye level. 

At time of remodeling, Mr. Stubbs installed two 
new checkout counters to replace the single counter 
he had formerly used. He placed them about in the 
center of the store and back of the main entrance. 

“One customer can often hold up several who have 
items in their hands and just want to pay you the 
money,’ Mr. Stubbs says. 

“With two checkout stands, we can use one as an 
express line for the quick sales during peak periods. 
This is a real convenience to us and to the cus- 
tomer.” @End 





Baskets. . 


Mrs. Trickett makes a sale from the 
dozens of kinds of baskets shown on 
the permanent display counter. 


. a profit sleeper: 
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Have you checked the profit on 
baskets lately? It ranges from 40 
to 60 percent, with up to five stock 
turns in a good traffic location. 

A basket counter that can be 
counted on for good profits, has 
become a regular feature at Of- 
fen’s Hardware, Topeka, Kan. The 
main display of baskets is on an 
aisle dividing the paint and house- 
wares departments. Traffic is 
heavy, and many people who see 

(Continued on page 99) 


® Double your cost, hypo your turnover 
® Give your trade something really different 


® Let you stock wide, deep with few staples 


ti 7-9) Bar : 
o W VE ly : 


In the housewares section, baskets combine with many products to boost 


tie-in sales. 
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YOU'VE GOTTA’ PROMOTE! 


A dealer who tries many kinds of ads finds some are good, 


others not so good. “‘But you've got to sella your name before the public 


while learning which items are 

most likely to return sales consistent 
with ad costs.”” The comments 

of this Rosenbaum Hardware, 
Newport News, Va., dealer are written 


on these sample ads. 
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Manager Porter says a big sign makes a lasting impression, means business later. 


There’s a profit in rentals 


A dealer with three stores averages $700 monthly in rentals, plus 


sales of merchandise. These ideas can be used in your rental section. 


There are many bright facets to a well-managed 
rental section. 

There’s volume and above-average profit in rental 
equipment. The hardware dealer can build plus-sales 
that he could not get in any other way. He can sell 
the same item of merchandise all over again. 

Equipment rentals also yield sales of basic mate- 
rials needed to do the job for which the tools were 
rented. This may often exceed the amount of the 
rental. 

These are the advantages apparent to Seattle 
(Wash.) Paint & Hardware’s general manager Ray 
Porter. 

This company, established nearly 25 years ago, has 
always featured rentals. It is a small-store chain, 
having three retail outlets in neighborhood business 
districts. Ten employees work for the organization. 

Dollar volume in rentals ranges from $500 in the 
poorest months of the year, to more than $900 during 
the best months. 

“The first requisite for rental sales is rental in- 
ventory. This can include any tool of high enough 
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price that the individual does not want to buy it just 
for an occasional job,” says Mr. Porter. 

“We stock a good assortment of such things as 
carpenter tools, cleaning equipment, sanding ma- 
chines, polishers, plumbing equipment, painting equip- 
ment, and gardening tools. 

‘““A second requisite is careful maintenance. Rental 
tools get hard usage. A customer who checks out a 
tool for a particular job is properly insistent that it 
be in good working order. You will antagonize cus- 
tomers if you have tool failures. And, of course, fail- 
ures due to careless maintenance will be costly in 
premature replacement. 

“We maintain our own service shop in the back of 
our main store for all three stores. This service work 
is a part-time job for one of our employees,” Mr. 
Porter says. 

Another problem for the dealer is return of tools 
on time. 

With larger tools in particular, for which there is 
sometimes a waiting list, return of a tool can be 
quite critical. Another customer may be expecting 





to use it on a particular day. If it is not available, 
the store may lose a customer. 

In addition, there is the possibility that a user may 
not return a tool at all. One of this dealer’s stores 
is in an area where a considerable number of the 
customers are transients. Theft possibility is greater 
in that district. 

Seattle Paint & Hardware usually avoids return de- 
lays and thefts by requiring a deposit on the tool at 
the time it is rented. But it is impractical to base this 
charge on the cost of the tool, Mr. Porter points out. 


These tags hang about the store, 
are given to prospects for rentals. 


Instead, the store requires a deposit equal to two 
days’ rental. A sander renting for $5 a day requires 
a deposit of $10. 

“With large tools in particular, most customers 
rent for only one day. They usually can plan their 
work accordingly. If they did not have any money 
coming back to them, however, they might be tempted 
to hold the rental another day and hope we would not 
charge them for that extra time. 

“When customers have a day’s rental coming back 
if they return tools on time, they will return them 
promptly,” Mr. Porter says. @ End 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 59, and mail 


Item 1 
Aluminum weatherstrip 
Macklanburg-Dunecan’s Nu-Koil 
weatherstrip is made of flexible 
lifetime aluminum. The durable vi- 
nyl bulb makes a perfect air-tight 
seal. The aluminum cap is notched 
to allow complete flexbility around 
corners in doors and windows. Nu- 
Koil comes packed 17 ft. in indi- 
vidual rolls, complete with nails, in- 
structions and handy nailing 


~ 


gauge. Suggested retail price is 
$1.25 per roll. Macklanburg-Duncan 
Co., Dept. HA, Box 1197, Oklahoma 
City 1, Okla. 


Item 2 
Kitchen tools display 

This compact display assortment 
is for Ekco’s new line of Sandal- 
wood kitchen tools with gold- 
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(EXC) KITCHEN TooLs 
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flecked white tips. The display is 
16 x 30 in., and can be used for 
counter, wall or window display. 
Ekco Products Co., Dept. HA, 1949 
N. Cicero Ave., Chicago 39, Ill. 


Item 3 
Three new flaring tools 


Ridge Tool has added three new 


flaring tools to its line. They are 


built to precision standards, and to 
produce uniform 45 or 37 degree 
flares on copper, aluminum, and 
brass tubing. All working parts 
lock together, hinge and aligning 
pins lock yoke, die bars and tubing 
into exact alignment. Ridge Tool 
Co., Dept. HA, Box 670, Elyria, 
Ohio. 


Item 4 
Paint and varnish remover 


Savogran’s Strip-Pak comes in a 
package designed to promote im- 


pulse sales. It’s a complete unit 
with everything needed for a fast, 
easy paint removing job. The 
Strip-Pak contains a pint can of 
Strypeeze paint remover, steel wool, 
one package of Miracle Jetsol, and 
an instruction pamphlet. Savogran 
Co., Dept. HA, Box 58, Norwood, 
Mass. 





Here is a quick Check 
List of items described 
in the following pages 


Item 5 
Dish drainer in six colors 


Rubbermaid’s new cushion-coated 
wire dish drainer is available in 


€ 


ay 


Re doe 


; 


} 


red, white, yellow, pink, torquoise, 
and sandalwood. No. 6013 drainer 
has two permanently attached sil- 
verware cups which are color toned 
for accent. It measures 13 x 18 x 
4%, in. and sells for $2.49. Rub- 
bermaid Inc., Dept. HA, Wooster, 
Ohio. 


Item 6 
Two-way gondola display 


This two-way display can be 
placed on a gondola in your tool 


BRaz (imal! 


department. On its front are ar- 
ranged Bernz-O-Matic torch kits 
with instruction booklets. The re- 
verse side can be used to display 
tool specials. A special Bargain of 





Quick Index to Buying Check List 





[] Aluminum weatherstrip 

[1] Kitchen tools display 

[] Three new flaring tools 

Paint and varnish remover 
Dish drainer in six colors 
Two-way gondola display 
Modern design night latch .. 
Two new floor scrubbers 
Salad set counter displays 
Illuminated bathroom scale .. 
New adjustable door bottom 
Hand tools for Christmas 
Stainless steel cooking set 
Bell and buzzer dispenser .. 
White fluorescent lamp 
Sliding door hardware 
Double extension rule 
Festive punch bowl set 


Nnooooooooooo0000 


Automatic locking wrenches 


1 
= 


Five heating pads in line ... 


aie 


Display aid for cake coolers..... 
[] Three-speed portable mixer ms 
] Hedge trimmer with 50-ft cord... 
| 5-cup immersible percolator ... 

Mobile tool cabinet, bench 
Chamois-like car cleaner 
[] Twin sink mat in six colors 
|] Decorated ball displays 
[™] Dealer merchandiser rack - 
Complete clock department ..... 
School lunch kit display 
Twin-filter air purifier 
2-wire submersible pumps 


SSRRGEGEGEEISIISSLSSESES 


Saber saw attachment 


Paint with rust inhibitor 
Stainless steel tableware 

Roof coating in four colors 
Chafer-warmer combination 
Tiled fireplace screen 

Two power clutch drivers 
Recessed lid tackle boxes..... 
Do-it-yourself floor tile .. 
Aluminum steps for boats 
Automatic can opener 
Handbag styled lunch kit. . 
Ventilated rib on shotgun. . 
Portable leaf burners . 
Casting and trolling lines... 
Drill screwdriver attachment. . 
Spray enamel line, new valve. . 
Three-light lamp switch 

New heater, air purifier ......... 
Budget medicine cabinets 
Single brush floor polisher 
Dial telephone lock 

Steam iron with two dials. . 
Bottle and can opener... 

New display for shovels 
3-piece steel mixing bow! set 
Aluminum platform ladder 
Six-piece starter set 

Decor blending wall plates 
Liquid lock washer for metal. . 
Three-color adaptor display 
Nonporous glass butter dish 
Small electric travel clock _. 
Elegance in waste baskets. . 
Decorative knife for dens 


NDooOoOoonoOoOoOoOoooOoOoOoOoOoOoOoOoOoO000O0O0O0000000 





the Month sign gives added sales 
impulse to the display. Otto Bernz 
Co., Dept. HA, Rochester, N. Y. 


Item 7 
Modern design night latch 


This new auxiliary night latch 
has five-pin-tumbler security and 
modern styling. The Yale 85 is for 


use on doors 1% to 2% in. thick, 
opening in or out. It has a corro- 
sion-proof neutral brown enamel 
finish, and is packaged in its own 
self-merchandising box. Suggested 
retail price is $2.98. Lock and 
Hardware Div., Yale & Towne Mfg. 
Co., Dept. HA, White Plains, N. Y. 


Item 8 
Two new floor scrubbers 


Empire’s No. 6035 Floor Scrub- 
ber washes, scrubs, and sweeps. 
Attached to a garden hose, it uses 
hot or cold water safely. Features 
include a shut-off valve, 12 in. 
vinyl non-slip handle grip, a sturdy 
wooden block, and _ long-lasting 
plastic bristles. The No. 6052 Floor 
Scrubber has the same features 
plus the added advantage of full 
sudsing action provided by a 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 59 


special detergent chamber. No. 
6035 retails for $3.98, No. 6052 for 
$5.98. Empire Brushes, Dept. HA, 
200 William St., Port Chester, 
|! 2 


Item 9 
Salad set counter display 


A special carton serves as coun- 
ter display for the new melamine 
salad set service for eight. This 
addition to the lLenoxware line 
includes a 12 in. serving bow], eight 
small bowls, servers, and salt and 
pepper shakers. Spaghetti, soup, 


stews, popcorn, and similar food- 
stuffs may be served in this mela- 
mine ware. Lenox Plastics, Dept. 
HA, 4417 Oleatha St., St. Louis 
16, Mo. 


Item 10 
Illuminated bathroom scale 


This Weightmaster Venus model 
scale by Hanson features a dial 
that lights when used. The scale is 
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available in six enamel platform 
colors with matching DuPont Mylar 
embossed mats to retail for $9.95, 
and in chrome and gold with white 
Mylar gold embossed mats to re- 
tail for $11.95. A concealed handle 


and the trim are plated castings of 
fine finish. A special leveling device 
is for use on carpeted or hard floors. 
The platform is 154 in. high. Han- 
son Scale Co., Dept. HA, North- 
brook, Ill. 


Item 11 
New adjustable door bottom 


This new door bottom by Sager, 
No. 760, combines the door hook, 
sweep bar and drip cap in one unit. 
In addition to being an effective 
weatherstrip, it prevents warping 
at door bottom as well as chipping. 
Door bottom is adjustable for any 


unevenness in the floor or extra 
space at bottom of door. Sager 
Weatherstrip & Caulking Corp., 
Dept. HA, 2050 W. 59th St., Chi- 
cago 36, Ill. 


Item 12 
Hand tools for Christmas 


Oxwall Tool’s Christmas assort- 
ment of 10 tools is packaged and 








mounted on red, green, and white 
cards. Each tool gift is bubble or 
skin packed. Retail value of assort- 
ment, $59.40, dealer cost, $39.60. 
Twenty-one other items retail at 
99¢. Six special items retail from 
$1.98 to $2.98 in Christmas packag- 
ing. Oxwall Tool Co., Dept. HA, 
401 Park Ave., South, New York 
16, N. Y. 


Item 13 
Stainless steel cooking set 


Three of the most popular uten- 
sils in Revere’s stainless steel 


Patriot Ware line have been com- 
bined as set No. 4350. The set con- 
sists of 1 and 2-qt covered sauce 
pan, and a 10 in. covered skillet. 
The items are Heatlined for fast, 
even cooking, and features an all- 
welded construction which elimi- 
nates food-catching rivets, bolts, 
cracks or crevices, and vapor sealed 
covers. The set sells for about 
$21.95. Revere Copper & Brass Inc., 
Dept. HA, 230 Park Ave., New 
York 17, N. Y. 

(Continued on page 63) 





FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 


merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


rint name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


P Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 


tor you to keep posted by using this Free Quick Check 
Postcard Service. 


Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 

Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 
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w...Peters Premium Grade 98 


Shotgun Shells 


designed for rugged 


all-weather hunters 


to chamber in shotguns 


of climatic conditions’ 


Steel and Polyethylene “SP” shells, backed by intensive Peters research, assure discriminating 
sportsmen the uitimate in shotgun shells. 


These new Peters Premium Grade shells, made with steel heads and linear polyethylene bodies, 
were designed to meet demands of rugged, all-weather hunters. 
Here now are shells GUARANTEED to perform under the roughest hunting conditions, shells that 


will not swell in rain, snow or sleet, will not scuff or mar, will maintain ballistic and dimensional 
stability in all kinds of weather! 


LOOK AT ALL THESE FEATURES... 
l, 


GUARANTEED— to chamber in shotguns 
under all weather conditions. No more 
swollen bodies, wasted shells, or malfunc- 
tions due to bad weather. 

NEW LINEAR POLYETHYLENE ONE-PIECE 
SEAMLESS CORRUGATED BODY. Linear poly- 
ethylene is one of the toughest plastics 
available, made even tougher by a secret 
process. 


NEW DUPLEX PLATED STEEL HEAD — steel 


~ where steel belongs. Peters use of poly- 


ethylene, together with the new one-piece 
base wad, permits us to take advantage 
of the strength of steel. This new steel 
head is copper and brass plated, corro- 
sion resistant. 

WEATHERPROOF — the completely new 
construction of this new shell protects 
the contents and insures uniform pres- 
sures, velocities, pattern and power. Keeps 
“factory fresh.’ Ballistically and dimen- 
sionally stable. 


. SCUFFPROOF — the tough, corrugated 


polyethylene body resists all attempts of 
scraping or scarring —can be carried in 
a wet hunting coat pocket for days with- 
out affecting performance characteristics. 


NEW TRANSPARENT BODY—a terrific sales 


| feature. Shows the shooter the internal 


construction. He can see the quality, 
dependability and engineering built into 
this shotgun shell. 


NEW ONE-PIECE BASE WAD — an exclusive 


~ new fibre wad hydraulically formed, add- 


ing to high shell strength and facilitating 
the new, amazing combination of steel 
and polyethylene. 


“POWER PISTON” WAD—a proven sales 


" feature. For the first time in any hunting 


load the new shell uses the exclusive 
Peters polyethylene “Power Piston” wad. 


NEW “RIB-LOKT” CRIMP — this is the 


| strongest crimp of its type ever designed 


for a shotgun shell. Crimp is designed 
for fine, uniform patterns. 

“RUSTLESS” PRIMING — an exclusive 
Peters sales feature that will never grow 
old — and one that has proven its worth 
over the years. “Rustless” priming does not 
cause rust or corrosion in gun barrels. 


PETERS 
GU PONT 


"te vu 5 wat OFF 





These tests prove that Peters 
new “SP” is the most rugged 
all-weather shell ever made! 





Here’s a new premium grade shotgun shell that will help all-weather shooters 
get more game. Peters “SP” shells combine steel and polyethylene to make 
the strongest, best performing shotgun shell ever made. The steel head, 
polyethylene body, and “‘Rib-Lokt’’ crimp make a perfect package that locks 
in factory-fresh power. And the new “SP” shell is completely weatherproof. 
It's guaranteed to chamber under all weather conditions! 


Torture tests pictured were designed to give absolute proof of Peters “SP” Hunting nee Test 
Shell’s tremendous strength and weather resistance. They were: 


digigana ts i — 4 
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CHURNED IN A WASHING MACHINE eecee, Test — ia 


ING JACKET iy.) —" 
RATED FOR HOURS IN A RAIN-SOAKED HUNT 3 4) } A = bE 


After this abuse, there was no sign of scuffing or 
swelling and when test-fired the shells functioned per- 
fectly with full game-getting power. Add to all this, 
exclusive “Rustless’’ priming for split-second ignition 
and the famous “Power Piston’ wad, and shooters will 
have a shell they know they can depend on. 


The Peters ‘SP’ shell in the all-new, colorful sales- 
building package will have tremendous appeal for 
shooters who want the best. Sell it with confidence... 
it's the finest shotgun shell ever made. 





available at standard prices for shooters who do not 
require the extra advantages of Premium Grade “SP’’ 


‘ll Regular Peters ‘High Velocity” shells will still be 
x shells. 
7 


Washing & Machine Test 
Offered initially in powerful 
12 gauge extra long range, 
234” length, 334 drs., 
1% ozs., 2, 4, 5, 6 and 


PETERS *"*" — 
"Peters Packs the Power! ' 


“High Velocity” and ‘Rustless” are trademarks of 
Peters Cartridge Division, Remington Arms Company, Inc., Bridgeport 2, Conn. 


PETERS CARTRIDGE DIVISION, REMINGTON ARMS COMPANY, INC., BRIDGEPORT 2, CONNECTICUT 


Form No. AP-14 Printed in U.S.A. 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 59 


(Continued from page 58) 


Item 19 
Bell and buzzer dispenser 


You can store 150 Rittenhouse 
bells and buzzers in this compact 
counter dispenser. The full line of 
seven bells and buzzers is included 
in the dispenser which measures 
30 in. high, 25 in. wide and 8% 
in. deep. Model numbers and list 
prices are on the front panel that 


RITTENHOUSE 


——— —« 


opens for inventory purposes. Bell 
and buzzer list prices range from 


$1.28 to $6.05. Rittenhouse Co., 
Dept. HA, Honeoye Falls, N. Y. 


Item 20 
White fluorescent lamp 


Merchandise, surroundings, and 
people look more attractive under 
Sylvania’s new white fluorescent 
lamp. A new phosphor provides a 
better blend of all colors. Thus, 
reds, pinks, and complexion tones 
look more rich and natural under 
the light of the new lamp. Sylvania 
Electric Products, Inc., Dept. HA, 
730 Third Ave., New York 17,N.Y. 


Item 21 
Sliding door hardware 

Keil-Slide No. 400, sliding door 
hardware, features newly designed 
Nylon-Oilite bearings that help 
eliminate door bounce-back or de- 
railment and offers quiet operation. 
Standard size 1% in. x 6 ft 8 in. 
doors don’t have to be cut because 


< Want more facts? Circle 123, p. 59 


the unit requires only % in. head- 
room. Doors can be hung from in- 
side or outside and the aluminum 
track requires no wood trim. Stand- 
ard-Keil Hardware Co., Inc., Dept. 
HA, Brooklyn 7, N. Y. 


Item 22 
Double extension rule 


No matter how you unfold this 
Lufkin rule a 6-in. brass extension 
slide is ready for use on the first 
section. This rule, known as the 
No. X46X Red End Double Exten- 
sion Rule, has 16-in. markings and 


- _—— 


takes inside measurements from 
either end. Sells for $3. Lufkin 
Rule Co., Dept. HA, Saginaw, Mich. 


Item 23 
Festive punch bowl set 


Here’s Anchor Hocking’s new 
Tom & Jerry 10-piece set with fes- 
tive decoration in two colors, red 
snowflakes with green lettering on 


white ware. The set, No. W200/100, 
includes one 4-qt bowl, eight 6-oz 
mugs, and a plastic handle. It 
comes packed in an attractive 
white printed carton, and retails 
for about $3.98. Anchor Hocking 
Glass Corp., Dept. HA, Lancaster, 
Ohio. 


Item 24 
Automatic locking wrenches 


This new line of adjustable 
wrenches by Vichek features Clik- 
Stop positive automatic locking ac- 


tion. The wrenches are forged 
from alloy steel and streamlined 
with extra thin heads. Available 
in 4, 6, 8, 10, 12, and 16 in. sizes. 
Vichek Tool Co., Dept. HA, 3001 
E.. 87th St., Cleveland 4, Ohio. 


Item 25 
Five heating pads in line 


There are five heating pads in 
this Northern line. The top three 
models offer six heat ranges to the 
user. Prices for these three models 
are set at $8.95 and $9.95. A $9.95 
model is shown. The economy 
model in the line offers three heat 
selections at $5.95 and the remain- 
ing model sells for $6.95. The top 
model features a remote control 
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switch. Two of the top models have 
a night light in the controls. North- 
ern Electric Co., Dept. HA, 5224 N. 
Kedzie Ave., Chicago, Ill. 


Item 26 
Display aid for cake coolers 


Androck’s No. 618X Cake Cool- 
ers are now packed with a full col- 
or display card fastened between 
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the pair of coolers. The new card- 
ing has high attention value on the 
counter. It illustrates a cake cool- 
ing on the rack. The Washburn 
Co., Dept. HA, 28 Union St., 
Worcester 8, Mass. 


Item 27 

Three-speed portable mixer 
Star-Lite, a streamlined chrome 

and acrylic unit, has been added to 

the Iona line of portable mixers. 

This model has an open-end handle 

with controls up front. Its three 
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speeds are controlled by a single 
button on the handle. Other fea- 
tures are an automatic thumb-tip 
beater ejector button, detachable 
cord, key-hole slot for hanging. The 


Star-Lite, with drink mixer attach- 
ment, is $18.95. An automatic elec- 
tric can opener, priced at $14.95, 
also has been added to the Iona 
line. Jona Mfg. Co., Dept. HA, 
Manchester, Conn. 


Item 28 
Hedge trimmer with 50-ft cord 


Your customers won’t need an 
extension cord to operate this R 
800 hedge trimmer. It comes with 
a 50-ft cord to reach most home 
hedges. The heavy-duty motor op- 
erates the 14-in. beveled blades at 
1400 strokes per minute. The hous- 
ing is cast aluminum and has right 


and left hand adjustable handles. 
Retails at $44.50. Ram Tool Corp., 
Dept. HA, 411 N. Claremont Ave., 
Chicago 12, Ili. 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


Item 29 
5-cup immersible percolator 


Mirro Aluminum’s new immersi- 
ble percolator brews from two-to- 
five cups of coffee and signals when 
ready for serving. The percolator 
can be dunked and cleaned in sec- 
onds, and features a newly de- 
signed thermostatic control. A 
gold-tone base provides appealing 
contrast with the polished alumi- 


am 
“ 


num finish and black plastic han- 
dle. Other features are spoutless 
construction and the screw-in glass 
top. List price is $12.95. Mirro Alu- 
minum Co., Dept. HA, Manitowoc, 
Wis. 


Item 30 
Mobile tool cabinet, bench 


Tradesmen, mechanics, and hob- 
byists will be interested in this 
new all-steel constructed mobile 
tool cabinet and work bench by 
Simonsen. Big tools and parts are 
compactly removable. Adjustable 
shelves are proportioned for all 
size jobs. Finished in baked-on 
enamel. Simonsen Industries, Inc., 
Dept. HA, 1414 S. Michigan Ave., 
Chicago 5, Jil. 


Item 31 
Chamois-like car cleaner 

This sponge cloth called Auto 
Magic is for car cleaning. It’s 


soft-packed in a dual-display poly- 
ethylene bag, with one side of the 
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package to hang vertically from a 
peg and the other side to sit hori- 
zontally on a shelf. Auto Magic is 
3 x 12x % in. when unfolded and 
retails for 90¢. Like a chamois, it 
will absorb and hold water. When 
wrung out, it is used for drying 
and damp-wiping. American Sponge 
& Chamois Co., Dept. HA, Long 
Island City, N. Y. 


Item 32 
Twin sink mat in six colors 


The newest addition to Lustro- 
Ware’s line of matching kitchen 
helpers is this Vinyl Divider mat 


we 

‘fa. I 
for twin sinks. The mat protects 
dishes and sink, and provides a 
center shelter for scouring pots and 
pans. It is held in place with built- 
in suction cups on each side, and 
is guaranteed never to peel, stain 
or get gummy. The mat is 13% x 
10% in., and available in six col- 
ors. The mats are individually 
packed in printed point-of-sale poly 


bags, pre-priced and advertised to 
retail for 98¢. Columbus Plastic 
Products, Inc., Dept. HA, Columbus 
23, Ohio. 


Item 33 
Decorated ball displays 


A minimum of floor space is 
needed for this new decorated ball 
display. The bottom is a wire bas- 
ket 18 in. in diameter and will hold 
55 balls. The top is a tiered revolv- 
ing wire unit that will display 15 


balls. Overall height is 5 ft. Barr 
Rubber Products Co., Dept. HA, 
Sandusky, Ohio. 


Item 34 
Dealer merchandiser rack 


King Cotton’s merchandiser rack 
is 24 in. high and takes up less 
than 1 sq ft of counter or floor 
space. The rack contains one spool 
each of 3/16, 144, 5/16 and % in. 
diameter rope. It is free with an 
initial order for four or more 
spools. King Cotton Cordage, Dept. 
HA, 105 Duane St., New York 8, 
i- 2 


Item 35 
Complete clock department 


You can display as many as 18 
different clock models in a mini- 
mum space with this Westclox 


permanent clock display. The dis- 
play stands 25 in. high, 29 in. wide 
and 41% in. deep, and has movable 
shelves and hangers. A trough on 
the back conceals electric cords. 
Westclox Div. of General Time 
Corp., Dept. HA, LaSalle-Peru, Ill. 


Item 36 
School lunch kit display 


You can get this improved floor 
merchandiser for self service dis- 
play of Aladdin school lunch kits 
free with each order for Assort- 
ment SKM-165. This merchandis- 


ing aid holds 24 assorted kits, 
double stacked so that 12 kits are 
always on display. It is easily as- 
sembled and takes up 2% sq ft of 
floor space. Aladdin Industries, 
Ine., Dept. HA, 703 Murfreesboro 
Rd., Nashville, Tenn. 


Item 37 
Twin-filter air purifier 


This Rivalaire Purifier uses twin- 
filters to remove dust, dirt, smoke, 
pollen, grease, odors, and kill air- 
borne germs. King-size filters pro- 
vide 1652 sq in. of high-filtration 
area. The Select-O-Dial adjusts for 
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L 

day or night use. Plugs into any 
110 volt AC. Retails for $49.95. 
Rival Mfg. Co., Dept. HA, Kansas 
City 29, Mo. 


Item 38 
2-wire submersible pumps 


Here’s a new line of two-wire 
submersible water systems in 14, 
14, and %4 hp sizes for wells 20 to 
300 ft deep. The two-wire sub- 
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mersible has a self-starting motor. 
A capacitor inside the oil-filled mo- 
tor eliminates the need for a sepa- 
rate control box above ground, and 
simplifies installation. Barnes Mfg. 
Co., Dept. HA, Mansfield, Ohio. 


Item 39 
Saber saw attachment 


A compact saber saw attachment 
that can do curve work at any angle 
is part of the home workshop line 
of DeWalt. This new saw attach- 
ment offers the user compactness, 
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easy-to-handle, and quick change- 
over at lowest cost. It weighs 23 oz 
and has cutting capacity up to 2 
in. in thickness. Equipped with 
three assorted 14 in. blades, this sa- 


ber saw attachment retails for 
$14.95. DeWalt, Inc., Dept. HA, 50 
Fountain Ave., Lancaster, Pa. 


Item 40 
New rust inhibitor added 


Illinois Bronze Spray-O-Enamel 
has a new rust inhibitor added. 
Rustcor, the new additive, makes 
Spray-O-Enamel an_6 all-purpose 


0a Beauly, | 
Ay aeepy hus 


7 
4 


Wick oevine , 
Want) - 


S 
Vltsreos fa 
NS cena as 


— s o rea J 
ALBRONZS 
eee 


paint for use indoors or out. 
Illinois Bronze Powder Co., Dept. 
HA, 2023 S. Clark St., Chicago, Jil. 


Item 41 
New stainless steel pattern 


Wallace’s new North Shore stain- 
less steel pattern is heavyweight, 
finely balanced solid stainless steel. 


It’s gift packaged in 24-piece sets 
with deluxe hollow handle knives, 
and hand-forged serrated blades. 
Set starts at $24.95. Wallace Silver- 
smiths, Dept. HA, Wallingford, 
Conn. 


Item 42 
Roof coating in four-colors 


Shedwater Neoprene - Butyl rub- 
ber roof coating by Enterprise pro- 
vides resistance to most corrosive 
chemicals, ozone, and oxygen. It 
can be rolled or brushed without 
the need of a special primer, and 
dries in 30 minutes. Shedwater is 
available in four aluminized pastel 
colors including white. Enterprise 
Paint Mfg. Co., Dept. HA, 2841 S. 
Ashland Ave., Chicago, Ill. 


Item 43 
Chafer-warmer combination 


Wear -Ever’s Hallite casserole 
chafer-warmer combination is for 
indoor and outdoor buffet and table 
use. The casserole becomes a food 
warmer with the insertion of a 
baffle plate over the alcohol burner. 
The arm-like handles are covered 
with a black plastic which matches 
the handles of the _ casserole. 





AMES SHOVELS CTRONGER 


DOUBLE-TAPER FORGING... 


puts more steel 
where it counts 


AMES SHOVELS MAKE 
SHOVELING EASIER 


BLADE IS 
UNCONDITIONALLY 
GUARANTEED 


HERE'S THE DIFFERENCE 


Ames shovels are tapered TWO ways. Not just from back to point, 
but also from center to side. Ames alone puts more steel where it 
counts. This Double Taper Forging makes Ames blades stronger. Blade 
unconditionally guaranteed. 


Sell and Profit with Ames 


Saag 
SHOVELS 
AME 3) ilandards aa 
C i S) fae produc aw Qher 4 CASUAL FURNITURE 
C1774 5 METAL HOUSEWARES 
- om ot AMES CO. PARKERSBURG, WEST VIRGINIA 
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They’re available in 8 and 9-in. 
sizes, with a choice of turquoise, 
copper and natural aluminum cov- 
ers. The 8-in. set sells for about 
$11.95, the 9-in. set for about 
$12.95. Wear-Ever Aluminum, Inc., 
Dept. HA, New Kensington, Pa. 


Item 44 
Tiled fireplace screen 


Here’s a free-standing fireplace 
screen with hand set ceramic tiles. 
The tiles cover the top of the screen 
and both sides. This screen is 40 





in. wide by 30% high and closes by 


pull chains. Tiles comes in three 
color schemes: Blue-green, brown, 
and black and white. A _ similar 
screen is available with mosaic 
tiles. Retail price is $39.95. Fred 
Meyer of California, Dept. HA, 
1499 Potrero Ave., San Francisco 
10, Caltf. 


Item 45 
Two new clutch drivers 


Skil Corp.’s two new positive 
clutch drivers, the model 139 and 
model 140 (shown), are for light 
to heavy production use and for 
all types of installation work. Both 
models have trigger switch, pin 
for locking in the on position, die 
cast aluminum housing, quick 
change finder, and ball thrust and 
sleeve bearings. The model 140 has 
reversing switch for fast disas- 
sembly work. Both models have 
capacity for No. 10 wood and self- 
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tapping screws and No. 12 machine 
screws and nuts. Model 139 retails 
for $42.50, Model 140 for $49.50. 
Skil Corp., Dept. HA, 5033 Elston 
Ave., Chicago, Ill. 


Item 46 
Recessed lid tackle boxes 


This new line of Old Pal tackle 
boxes features recessed retaining 
wells at both ends of the lid. When 
the box is closed, the wells provide 
a convenient place for fishermen to 
lay hooks, weights, shot, bobbins, 
etc. Other features include seam- 


less construction, overlapping lid, 
flush sides, and recessed handle. 


Animal Trap Co. of America, Dept. 
HA, Lititz, Pa. 


Item 47 
Do-it-yourself floor tile 


Each piece of this new Self-Lox 
floor tile interlocks with the next, 
preventing imperfect alignment. No 
mastic adhesive is needed. The new 


rubber tile is reinforced with plas- 
tic for extra long wear. Available 
in a variety of marbleized colors. 
Crown Rubber Co., Dept. HA, 1615 
Croghan St., Fremont, Ohio. 


Item 48 
Aluminum steps for boats 


These two new steps offerec. by 
Allan-Jervis are made of heavy 
gage aluminum that won’t rust or 
corrode, and have a non-slip surface 
which is covered with durable neo- 
prene. The Swing Step (shown) is 
an ideal item for skiers as it makes 


boarding easier. The Cruiser Step 
can be attached to any part of the 
boat, or to the dock area. Allan- 
Jervis, Dept. HA, Hicksville, N. J. 


Item 49 
New automatic can opener 


Toastmaster’s new automatic- 
electric can opener features an 
action angle cutting wheel with a 
earborized edge that slices cleanly 
through all cans and tins. The unit 
is engineered so it can’t stall in 
mid-turn. A magnet set in place 
by touch of the finger flips detached 
top up for draining. The entire 
cutting assembly can be removed 
for quick, thorough cleaning. The 





only with A rvin you can 


sell big 
exclusive 
features 


EXCLUSIVE! 
Instant heating WIDE ELE- 
MENTS far hotter than ordi- 
nary, and a far longer life! 


EXCLUSIVE! 
Positive-action SAFETY SHUT- 
OFF COMPLETELY INSIDE 
lets neater operate on uneven 
surfaces! 


EXCLUSIVE! 
Permanently bright CHROMED 
STEEL HEAT REFLECTORS 

not aluminum that dulls! 


EXCLUSIVE! 
Always-cool DOUBLE SHELL 
CABINET safe to touch, unlike 
hot, ordinary single shell! 


EXCLUSIVE! 
True-performance THERMO- 
STAT located and vented to 
react to room temperature— 
not heater’s. 


EXCLUSIVE! 
Extra-stable WIDE BASE 
greater resistance to tipping 
than “‘small stand’ types! 


EXCLUSIVE! 
Completely finished COLOR- 
COATED INSIDE AND OUT 
protected over-all, not painted 
“outside only’! 


only with Aevin you can 


BUY 12 


get the 
top seller 


Model 5918 


No other heater line gives you 
this BIG BONUS for buying 
early: the top selling heater in 
the Arvin line is yours free for 
every* twelve heaters you buy 
for shipment on or before Sep- 
tember 30, 1960... and there's 
no limit on the amount of heat- 
ers you can buy to earn the 
“early buy’’ bonus for each 
dozen! Here's your chance to 
increase profits with a proven 
best seller at no cost, while you 
get set for more sales with the 
most feature-packed lineinthe 
industry! «model 10H07 not included 


SPECIAL! A/so ask about Arvin's 
tremendous new dating program for 
those who qualify! 


Arvin National Advertising is 
Pre-Selling Your Prospects Now! 
Big, colorful ads in leading nationai 
magazines are reaching millions of 
prospects with the big features of 
Arvin Portable Electric Heaters. 
Order soon and cash in on the sales 


end of this big campaign! 
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only Arvin gives you 
THE 
greatest 


traffic 
puller 


NEW! INSTANT HEAT 
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Here's your big fall sale leader! 
Features beyond comparison at 
the price: instant-heat ‘‘ribbon”’ 
element; chrome reflector; 
safety-front grille; carrying han- 
die; rubber feet. Fully dis- 
counted for full profit! Model 
10H07, ret. $9.95*—not in the 
“Early Buy” bonus offer, but at 
this low price you can't miss! 


Dual Heat Elements! re 
Exclusive wide in- sae 4 
stant-heat “ribbons” 
team up with heavy 
coil elements. Fan 
forced at 80 c.f.m. 
New internal safety- 
shutoff switch. Ther- 
mostat. Model 30H04, 
ret. $26.95*. 


Speed and Safety! 
Arvin's new instant- 
heating wide “rib- 
bon" elements and 
internal safety shut- 
off switch! Fan- 
forced at 52 c.f.m. 
Thermostat. Model 
30H03, ret. $19.95* 


Only with Arvin you can sell 
more portable electric heaters 


Ride the rise in portable electric heater sales with the big advantages you get only with Arvin. 





? 
Act today! Call your Arvin Distributor or Arvin Heater Sales Dept. in Columbus, Indiana. : ey 


ari See the complete Arvin line 
3 Heat im Thermostat wi HHL th at Arvin’s Sales Offices in 
Ranges! control! ve hi 240 volts, New York and Chicago: 
§939 1 20H01 Hi ih 545 95" Space 612, 00 Sreedwey, 
— ret. ew York; Spaces -2, 
ret. $39.95* ret. $14.95* sosr American Furniture Mart. ARVIN INDUSTRIES. INC. 
ae Chicago. Consumer Products Division 


*Slightly higher far west COLUMBUS, INDIANA 
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opener is available in white or 
chrome. Toastmaster Div. McGraw 
Edison Co., Dept. HA, Elgin, Iil. 


Item 50 
Handbag-styled lunch kit 


This new lunch kit, the Bongo 
Bag, has the appearance of a hand- 
bag. An item for girls and women 
on the go, the bag is made of soft 
vinyl plastic with zipper closure, 
and contains a Holtemp brand 
vacuum bottle. Its available in 





three styles and will retail for 
about $3.19. American Thermos 
Products Co., Dept. HA, Norwich, 
Conn. 


Item 51 
Ventilated rib for shotguns 


A redesigned ventilated rib for 
Winchester Model 12 trap, skeet, 
and pigeon grade shotguns incor- 
porates the advantages of the 
former ventilated rib with several 
new features. It has a receiver 
ramp, same point of impact, full 
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floating rib, better sighting plane, 
and improved longitudinal matting 
grooves on the rib. It also has 
heavier rib posts to assure firm 
brazed bonding to the barrel. The 
receiver is securely mounted with 
a screw and stud assembly. Win- 
chester-Western Div., Olin Mathie- 
son Chemical Corp., Dept. HA, New 
York, N. Y. 


Item 52 
Portable leaf burners 


Atlas Tool’s two new leaf burn- 
ers are flare-designed for better 
combustion, and have a draft open- 
ing at bottom for safe burning 
with a minimum of smoke. The 


‘ 


units are made of aluminum-clad 
steel to resist rust, and are avail- 
able in three and four bushel ca- 
pacities. Atlas Tool & Mfg. Co., 
Dept. HA, 5147 Natural Bridge 
Blvd., St. Louis 15, Mo. 


Item 53 
Casting and trolling lines 


DuPont’s two new nonfilament 
lines are engineered for free-spool 
casting and surf and trolling reels. 
The oval shape of the new lines 
permits them to lie flat and firm 
on the reel. New Stren oval casting 
line is available in 10, 12, 15, 20, 
25, 35, and 45 and 60 lb tests in 
two connected spools of 50 yd each. 
Stren oval surf and trolling line is 
available in 18, 27, 36, 45 and 60 


lb tests on six 50-yd or 100 yd con- 
nected spools or on 1,200-yd service 
spools. E. I. Du Pont De Nemours 
& Co., Dept. HA, Wilmington 98, 
Del. 


Item 54 
Drill screwdriver attachment 


Here’s a screwdriver attachment 
with friction clutch for control of 
power and safety that converts any 


ys “g 


\,-in. electric drill to a portable 
screwdriver. It is equipped with a 
l,-in. shank adapter, a Yankee 
style Phillips, and a slotted bit. A 
complete selling unit contains five 
screwdriver attachments, individ- 
ually packed and displayed in a 
colorful carton. Retail price is 
$5.50. Stanley Tools Div. of Stan- 
ley Works, Dept. HA, New Britain, 
Conn. 


Item 55 
Easy to use spray enamels 


Twelve decorator colors, and 
white, are featured in this line of 
spray enamels by Valspar. The 
spray cans feature the Danvern 
valve which requires less pressure 
to open, hold, or close. The cap on 
each spray can indicates the color 








see-through 


attiraces... 


That’s why Shelby’s line of 
hardware offers the most 
advanced packaging in the 


industry . « « In two acts: 


ACT I—Shelby’s extensive poly-bag packaged 
line of builders’ hardware costs you no more 
than old-fashioned tissue wraps, yet it is 
completely transparent, holds the product 
with all the fixings, protects contents better, 
and makes them easier to sell. 


ACT II—Another Shelby exclusive: The only 
plastic-coated display-card line of builders’ 
hardware...in one standard width. Simpli- 
fies your display . . . merchandise is attached 
to colorful card by skin of tough, vacuum- 
formed, transparent plastic that protects the 
product against marks and mars. The card 
reduces pilferage, and you can hang it on 
pegboard or stand it in a bin for easy cus- 
tomer selection. Retailers have proved this 
premium line sells itself at a premium profit. 


n for door closer®: 


Best know shelf hardware 


closet bars ane 
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inside. A white rack, topped with 
an eye-catching sign with actual 
color chips, is offered with a rep- 
resentative selection. Valspar Corp., 
Dept. HA, 7 E. Lancaster Ave., 
Ardmore, Pa. 


Item 56 
Three-light lamp switch 


Fluorescent fixtures, cove and 
valance lighting for entire rooms 
can be controlled from one switch 
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location with this new Two Circuit 
Touchette switch by Rodale. The 
switch will carry 1800 watts at 120 
volts, 4100 watts at 277 volts, 
enabling single switch control of 
large banks of lights. Rodale Mfg. 
Co., Dept. HA, Emmaus, Pa. 


Item 57 
New heater/air purifier 


You can clear room air of pollen, 
dust, smoke, odors and aromas 
with the Cory Fresh’nd-aire heat- 
er/air purifier. It operates on 1320 
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or 1650 wattages. As a portable 
electric heater, the Fresh’nd-aire 
Model HD-506 offers choice of radi- 
ant and fan-forced, convection hi- 
heat or lo-heat complete with handy 
push-button controls. It has a tip- 
over safety switch, safety guard, 
safety light and carrying handle. 
The unit has a dark sable grey 
baked enamel finish with copper- 
tone grille. Retails for $49.95. 
Cory Corp., Dept. HA, 3200 W. 
Peterson, Chicago 45, Ill. 


Item 58 
Budget medicine cabinets 


The new Grote 36 series medicine 
cabinets are an extension of the 
basic 26 series cabinets in round- 





cornered installations as well as 
square corners. The 36 series is 
budget priced with piano-type door 
hinge, plated flat bar door stop, 
bullet-type door catch, rubber door 
bumpers, two adjustable bulb-edge 
glass shelves, and razor blade dis- 
posal slot. The plate mirrors have 
electrolytic copper coating to pro- 
tect silvering and are guaranteed 
five years against silver spoilage. 
Grote Mfg. Co., Dept. HA, Box 766, 
Madison, Ind. 


Item 59 
Single brush floor polisher 


This Westinghouse floor scrubber 
and polisher is a single brush 
unit with orbital action that pre- 
vents bouncing or splattering of 


Ss 
water or liquid wax. When waxing 
or buffing, it leaves a smooth sur- 
face with no swirl marks. The new 
unit, the Westinghouse Scrubber- 
Polisher, Model VP-20, carries a 
suggested retail price $49.95. It 
includes a waxing brush, scrubbing 
brush and a set of disposable buff- 
ing pads. Westinghouse Electric 
Corp., Dept. HA, Mansfield, Ohio. 


Item 60 
Dial telephone lock 


To lower your telephone bills, the 
Carter Lock-O-Phone locks your 
phone so the dial can not move un- 
til released by removing the lock 
with the Lock-O-Phone key. The 
lock permits incoming calls to be 
answered at any time. Lock-O- 
Phone is merchandised on a self- 
selling easeled unit. Carter Indus- 
tries, Dept. HA, 70 McLean Ave., 
Yonkers, N. Y. 


Item 61 
Steam iron with two dials 


Select-A-Steam is a new steam 
iron with two units and two dials. 
User has choice of all fabric heats 
on one dial and on the other 
chooses from lo-medium-hi, or ex- 





VARI-COLORED EMBOSSED LABELS 


ACTUAL SIZE TAPES 


MADE ON-THE-SPOT WITH... 


* TRADEMARK DYMO INDUSTRIES, INC. 


A DYMO TAPEWRITER 


new 
dimension 
in 
identification 
systems 





LIGHT and 
compact — the 
DYMO MITE M-2 is 
engineered to the 
highest industrial 
standards — of 
rugged aluminum alloy 
and polished to a 
high satin sheen. For 
use with all DYMO 
patented vinyl tapes. 
TAPEWRITERS* are 
known around the 
world for their ease 
and trouble-free 
performance. 
Ask your DYMO 
Distributor for a 
demonstration . .. it 
takes just seconds! 
FREE! treearuce 
WRITE US TODAY! 


ADDRESS DEPT. HA-8. 
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ANYONE can make perfect 
raised-letter labels that stick 
anywhere — with the DYMO 
MITE M-2 TAPEWRITER*. 
Just spin out your letters on 
the easy-to-read dial and gently 
press the handle, that’s all! 

A built-in trimmer cuts off your 
finished label. Look for the 
mark of DYMO. 


RAISED LETTER LABELS (for Pennies) BY ANYONE IN SECONDS! 
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DYMO offers a complete color uote System of Identification for 
correspondence files, shelves, storage labels, chemical marking, 
panels, aircraft controls, camera equipment, golf clubs, hardhats, 
libraries, hand tools, computer dials, lockers, meters, layouts. 





. fire entioandabians lab ceidiian aiieie and saulen, tool Sil 
industrial equipment, file cabinets, inventory control, switches, 
conduit, pipes, mailboxes, vending machines, nametags, telephones, 
circuits, parts cabinets, wiring diagrams, prices and many more. 
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tra wet steam. Full steam may be 
had at the lowest soleplate, a fea- 
ture especially important for syn- 
thetic blends and fabrics that re- 
quire cool fabric heats. Retail price 
is $27.95. Landers, Frary & Clark, 
Dept. HA, New Britain, Conn. 


Item 62 
Bottle and can opener 


A highly polished stainless steel 
bottle and can opener with cherry 
wood handle retails for $1.49 and 


comes in box of a dozen. A com- 
plete full color bar accessories cat- 
alog is available from Irvin Ware 
Co. Irvin Ware Co., Dept. HA, 43- 
380 38th St., Long Island City 1. 
eS # 


Item 63 
New display for shovels 


Rugg No. 227 steel and No. 227A 
aluminum children’s snow shovels 
are now packed one dozen in this 
new display carton. The carton re- 
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quires 18 x 7 in. of floor space. 
Rugg Mfg. Co., Dept. HA, Green- 
field, Mass. 


Item 64 
3-piece steel mixing bowl set 


This new Revere Ware set of 
three stainless steel mixing bowls 
in one, two and three-qt sizes re- 


tails for $5.95. The set, No. 953, 
is chip-proof. Revere Copper & 
Brass Inc., Dept. HA, 230 Park 
Ave., New York 17, N. Y. 


Item 65 
Aluminum platform ladder 


The Saf-T-Master all aluminum 
platform ladder is designed for 


home utility use. Features include 
a one-piece arch-type safety hand 
rail, 3-in. wide corrugated steps and 
large ribbed 50 lb capacity pail 
holder. Folds compactly to 23% in. 
for easy storage. R. D. Werner 
Co., Inc., Dept. HA, Box 580, 
Greenville, Pa. 


Item 66 
Six-piece starter set 

This Prizer-Ware six-piece start- 
er set consists of a saucepan, skil- 


let, casserole, trivet, and two lids. 
One lid fits the skillet. The other 


M, 
f} 
os a 


lid is interchangeable between 
saucepan and casserole. The set, 
PSS-1, comes in turquoise, listed at 
$18.95; and in white, with ivy dec- 
oration, listed at $23.95. All pieces 
are packed in a display carton 21 in. 
square and 234 in. high. Textile Ma- 
chine Works, Dept. HA, Reading, 
Pa. 


Item 67 
Decor blending wall plates 


Here’s a new line of Smoothie 
wall plates with simple but classic 
design that blend with any decor. 
The smooth surface stops dust and 
dirt accumulation and permits easy 
painting. The plates have a rein- 
forced rib construction providing 
added strength and eliminates 
warping. Available in single, double 
and triple gang switch plates, sin- 
gle and duplex receptacle plates, 
and combination switch and recep- 
tacle plates in brown and ivory. 
Circle F Mfg. Co., Dept. HA, Tren- 
ton 4, N. J. 


Item 68 
Liquid lock washer for metal 


One drop of this new Woodhill 
sealant will tighten and lock any 
new or worn threaded connection 
on metal or wood fasteners. Called 
Lock-it, the sealant works its way 
around threads to form a tough 
plastic bond which is unaffected by 








DIAMOND 
PRODUCT INDEX 


It's the WHITE wire. Non- 
sticking, smooth and easy to 
pull, DTX will not flake off. 
Moisture and flame resist- 
ont, it is clean to handle 
and strips easily. 


Heavy Duty Portable Cords 


Available in Red-D-Prene” 
(red or black neoprene jack- 
et) oil, heat and flame resist- 
ont; Black Diamond (black 
rubber) for general purpose 
use; and Signal Yellow (yel- 
low thermoplastic) for all lo- 
cations where heat is 
no problem. 
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600 V Building Wire Type RHW 


Taped with Dupont “Mylar” 
to provide an improved mois- 
ture barrier. Smaller dia- 
meter. Sheath is wax lubri- 
cated to reduce pulling 
resistance. Standard colors, 
solid or stranded, sizes 6 
AWG through 1000 MCM 


Sn AgeR Ser 





600 V Building Wire Type THW 


New UL listed Thermoplastic 
building wire for 75° wet or 
dry application. Small dia- 
meter, slick silicone finish. 
Standard colors in solid and 
stranded ... sizes 14 AWG 
through 4/0. 








Diamond DUF® Type UF 


Thermoplastic insulated and 
jacketed non-metallic 


sheathed cable. Retards 
flame and has excellent resist- 
once to moisture, corrosion, 
fungus, abrasion. UL listed. 





Type SE Service Entrance Cable 


(Armored and Unarmored— Copper or Aluminum) 


May be used without conduit 
from pole to building and 
down side of building in 
places not subject to mechan- 
ical injury. UL listed. Neo- 
prene Aluminum SE also 
available. 





Coiled Heater Cord Set 


It's new, convenient, safer to 
use. Non-tangling six-foot cord retracts to 18 
inches. Can be used on any heat-type appliances. 


Range Cord Sets 


Three wire set is 36” long. Rubber 
molded cap, rubber jacketed cable, 
steel strain relief. UL listed. 


Thermoplastic Insulated Type TW. 


Diamond DTW is the small 
diameter building wire that 
is flame and moisture resist- 
ant. Eight permanent colors. 
Small size allows more cir- 
cuits in existing conduits. Sizes 
14 thru 4/0. 


- 





Weatherproof Wire 


Triple braid weatherproof 
covering can be relied upon 
to meet severe climatic con- 
ditions. Available also with 
neoprene or polyethlyene in- 
sulation. Comes in solid and 
stranded, full range of sizes. 





Bare Copper Wire 


Soft drawn bore copper wire is 
available in a complete range of 
sizes, solid or 7 stranded. 


ACT Armored Cable 
& Flexible Steel Conduif 


Suitable for general wiring in 
non-fire proof structures. 
Two, three, four conductor. 





DIAMON D 


and CABLE Company 


Sycamore, 


Illinois 


WAREHOUSES: Pittsburgh « Cleveland « Minneapolis « Denver « Dallas « Atlanta 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 59 


oil, water, or gasoline. Lock-it is 
recommended to secure nuts and 
bolts on lawn mowers and bicycles, 
hold drawer handles tight and set 
screws tightly in hinges and locks. 
Woodhill Chemical Co., Dept. HA, 
1390 E. 34th St., Cleveland, Ohio. 


Item 69 
Three color adaptor display 


This display holds 12 individual- 
ly boxed Hi-Hat Adaptors. The dis- 
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the shipping carton. 


play is part of 
The large, attention-getting header 
details the directions involved in 
Hi-Hat conversion. Progress Mfg. 
Co., Dept. HA, Castor Ave. & Tulip 
St., Philadelphia 34, Pa. 


Item 70 
Nonporous glass butter dish 


This Pyrex Ware butter dish can 
be used on the table and for re- 
frigerator storage. The two-piece 
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dish is white opal with a Pennsy]l- 
vania Dutch butterprint decoration 
in turquoise. One-quarter pound of 
butter can be served in the dish. 
Nonporous glass keeps the contents 
fresh, free from refrigerator odors 


and allows easy and _ thorough 
washing. Each butter dish comes 
in an individual gift carton, six to 
a counter display box. Retails for 
$1.49. Corning Glass Works, Dept. 
HA, Corning, N. Y. 


Item 71 
Small electric travel clock 


Salesmen and others who travel 
a lot will be interested in GE’s 
miniature electric travel alarm 
clock called Trip-Mate. The high 
impact plastic case, 3 in. high by 
452 in. wide, is brown with tex- 
tured leather finish. Retails at 
$11.95. A $9.98 model of this clock 


with luminous dial is also available. 
General Electric Co., Dept. HA, 
1285 Boston Ave., Bridgeport, 
Conn. . 


Item 72 
Elegance in waste baskets 


Here’s the new line of Decoware 
waste baskets designed around the 
current swing to elegance in deco- 


rating. The line features six ob- 
long tapered or oval baskets in 
various motifs. The oblong baskets 
(top) stand 12% in. high, and are 
packed one dozen per carton. The 
oval baskets (bottom) stand 13%, 
in. high, and are packed six as- 
sorted per carton. Continental Can 
Co., Dept. HA, 100 E. 42nd St., 
New York 17, N. Y. 


Item 73 
Decorative knife for dens 


This famous fighting knife of 
Jim Bowie is the first in a series of 


reproductions of the Great Blades 
of History. Suggested as a decora- 
tive piece for dens, offices, and 
other rooms, the knife is mounted 
on an oval wall plaque of polished 
walnut 22 in. long. The knife mea- 
sures 1434 in. and can be taken 
down and used if desired. A metal 
identification plate is affixed to the 
plaque. Retail price is $19.95. Chas. 
D. Briddell, Inc., Dept. HA, Cris- 
field, Md. 





oe Tia an be tee wef 


% 


‘ \ 
LIST LIST 


New low price and Weller quality features 
make this America’s best power sander buy. 
Big 25 sq. in. sanding surface. Straight line 
action never bucks or twists—goes into cor- 
ners. Handsome, compact design. Guaranteed 
for 1 year. Model 700. 


Big $5.00 price reduction on this popular 
Weller Sabre Saw. Makes every kind of cut 
through many kinds of material. Makes its 
own starting hole for inside cuts. Exclusive 
strain-relief feature prevents blade breakage. 
Guaranteed for 1 year. Model 800. 


Weller announces 


tW LOW PRICES 


= — 


" Wl. 2 


TOOLS 





Now Weller Power Sanders and Sabre Saws are hotter values 
than ever before. Increased sales have made manufacturing 
savings possible, and Weller passes these savings on to you 
and your customers. Quality, sales-building features and 
guarantee remain the same. Order now from your Weller 
Wholesaler and cash in on this price break! 
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Clock costs $4 B48 


you only... $13.48 is the clock price. It’s also the 


Get this big 15”x15” Illuminated Wall 
Clock for your store on a special 
Offer from your ‘Weller Wholesaler 


new low price of the Weller Power 
...and you get a FREE Sander. Sell this tool at list and the 


lock will h t thing. 
WELLER POWER SANDER ——“‘é‘(“‘C;C;CSCO 


WELLER ELECTRIC CORP, °°! STONE’S_CROSSING ROAD 


EASTON, PA. 
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NRHA Congress address 


How we set up a 


basie stoek list in our store 


BS, 


by Jack C. Mueller 
Owner 


Beltrami Hardware 
Bemidji, Minn. 


This paper was presented at the 
National Retail Hardware Assn. 
61st Congress in Philadelphia, July 
10-14 (see HA, July 14 issue, p. 
21-36) as part of the association’s 
Turnover Handbook presentation 
with an address by a dealer, a 
wholesaler, a manufacturer. 


Regardless of how big or small 
your store may be I am convinced 
the fundamental ideas in the Turn- 
over Handbook are for every hard- 
ware dealer. 

Beltrami Hardware has been a 
part of the retailing scene of Be- 
midji, Minn., since 1924 when my 
father and his partner, now re- 
tired, switched from selling hard- 
ware on the road for a wholesaler 
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“.. 1 see success for Turnover because 
it fills a definite need. It will need to 


be modified from time to time, but once 


established in your store changes can 


be taken in stride.. .” 


and went into the retail business. 

Our store is in downtown Be- 
midji, between two of the nation’s 
retailing giants—J. C. Penney Co. 
on the one side and F. W. Wool- 
worth Co. on the other. We have 
a 25 foot front, and our selling 
area is approximately 90 feet long. 

We have two full time em- 
ployees, plus myself, two part time 
employees, and a bookkeeping ser- 
vice which takes care of our book- 
keeping and tax work. We sell 
mainly hardware and housewares, 
with our largest priced items be- 
ing power lawn mowers. We are 
pretty much of an average small 
town hardware store. 

Being in a favorable traffic loca- 
tion—between Penney’s and Wool- 
worth’s—we have quite a good 
turnover rate. However, we seemed 
to be constantly out of merchandise 
when it was wanted. With a store 
where selling space is at a pre- 
mium, we have always been plagued 
with the problem of knowing just 
what items should be basic to give 
a wide selection of hardware mer- 
chandise. And we are striving to 
be competitive with our neighbors, 
realizing that we still must make a 
profit if we want to continue in 
business. 


I know of only two remedies for 
the problem of “outs” in our 
stocks. One way is to buy heavy in 
just about every conceivable item 
so that you’ll always have a large 
stock of everything. If you do have 
to be concerned about how much 
inventory you have, where to keep 
it, and how long it stays in your 
store, I think the only solution to 
“outs” is a basic stock list and 
some orderly stock control, such as 
is part of the Turnover Handbook. 

We have set up, using Turnover 
Handbook manuals, monthly writ- 
ten stock control systems on all 
housewares, paint, cleaning sup- 
plies, and paint sundries. We are 
trying visual control on _ tools, 
builders’ hardware, electrical and 
plumbing supplies, and sporting 
goods, and will probably have writ- 
ten monthly checks on most of 
these departments within the next 
year. 

We are using a regular printed 
stock control record and have every 
item carried in the various depart- 
ments in the department stock con- 
trol book. [In the departments 
where we have stock control books, 
we take a physical count every 30 
days. On paint, at the height of the 
painting season, we inventory at 





HEAD LOCK 


Six biting forged-steel ridges inside the 
eye of this head grip the hickory like a bear 
trap. Lock head and handle together secure- 
ly! Yet...re-handling is as easy as ever. 
The ridges run parallel to the handle and are 
formed when the eye is punched. 


It’s the newest way to hold axe heads tight 
(patent applied for). Featured in True Temper’s 
Kelly Perfect, Flint Edge and Kelly Wood- 
slasher lines. All patterns and weights! 


Order now from your True Temper wholesaler. 
True Temper, 1623 Euclid Ave., Cleveland 15, O. 


@/RUE TEMPE : 
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Here is the toughest, longest 
lasting, best buy starter cord for ' 
small gasoline engines, lawn 
mowers, pumps and outboards. 
King Cotton 100% Nylon 
Starter Cord resists wear and 
abrasion and it’s unaffected by 
mold, mildew, oil, gasoline, 
grease or water. 

4 starter cords on a colorful 
plastic bubble perforated dis- 
play card .. . hang it up for a 
wall display or separate for bin 
display. 

Ask your jobber for details. 


Kina) Coffon corpact 


JOHN H. GRAHAM & CO. INC. 


105 DUANE STREET, NEW YORK 8&8, N. Y. 
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How we set up a basic 
stock list in our store 
(Continued) 


least every two weeks. 

I agree that it takes time and 
effort to get a good stock control 
system initiated. Once it is done, 
I believe you will find it benefits 
you in sO many ways you'll really 
wonder why it wasn’t done 10 years 
ago. 

I have a high school boy do all 
of my written stock control. I per- 
sonally take care of the visual con- 
trol departments. I am very satis- 
fied with this system, although I 
know that as we add departments 
to written stock control other em- 
ployees are going to have to share 
in these duties. This fellow spends 
approximately the equivalent of 
three full days a month in stock 
control work. I may spend the 
equivalent of one half day. 


Accuracy is a problem 


The biggest problem we have in 
stock control is accuracy in count- 
ing and placing surplus stock in its 
correct storage place. 1 am con- 
stantly reminding everyone in our 
store to be sure to do this, and yet 
it happens too often that an item 
is put in the wrong place. Next 
month we may be ordering it again 
and practically doubling our stock 
on the item. 

In the near future we are going 
to have to go over our entire base- 
ment and set up a more efficient 
system for keeping our back-up 
stock. We try to work on no more 
than a 30-day inventory and you 
need to know where things are to 
do this. 

What are the benefits of stock 
control? 

We have real control of the de- 
partments where we are using a 
written stock control record. 

We are going to have a very 
good turnover rate on these depart- 
ments this year, and we are going 
to have fewer “outs.” 

In these departments, because of 
the information we gather each 
month, I feel I know what we are 
doing and where we are going. 

We are forced to keep both our 
merchandise on display and our 


surplus in orderly fashion so they 
can be counted regularly. 

When we order by department, 
the merchandise normally comes 
packed by department. It is much 
easier and faster to put away. We 
can put our retail price on the 
order. 

Going hand in hand with stock 
control in the Turnover Handbook 
picture is the basic stock. 

A basic stock list can be made 
up by anyone, but the way the 
basic stock list for the NRHA 
Turnover Handbook was developed 
it gives us confidence that this is 
truly a basic stock. 

With a feeling of assurance that 
we could depend on this thoroughly 
developed plan, we went to work 
last October to develop a basic 
stock for our store. 

Our wholesaler furnished the 
tool section of the stock selection 
guides first, so that is where we 
began. The tool section is a good 
section to start with. However, I 
believe I would have started with 
paint, as it is somewhat easier to 
inventory and lends itself easier to 
stock control. 

I would emphasize doing one de- 
partment at one time and get it 
completed before you start another. 
There is much involved in doing 
this, and you don’t want to get 
completely snowed under by detail. 
Do it as you find the time. 


20% based on experience 


After completing the inventory 
of our tool department we deter- 
mined first what items in our pres- 
ent stock would be included in the 
80 percent basic stock. We did this 
simply by checking these items off 
in the tool stock selection guide. 

Determining what items should 
be included in the remaining 20 
percent was not quite so simple. I 
drew on the experience of my 
father who this year is completing 
50 years in the hardware business, 
in helping choose what items we 
should include in our 20 percent. 
We did our best to determine what 
items had been good sellers in our 
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Big bike features for kids on the grow! 
This is a “‘big kid” bike in all but its 16-in. size! Its bicycle-type 
coaster brake assures safe, sure stops. As for styling, there’s 


dash to turn the head of the most worldly junior sophisticate. 
What youngster could resist the flamboyant red finish with white 
trim, the generous touches of sparkling chrome, the two-tone 
saddle with its padded vinyl top, the silver finish wheels, the 
white bow type pedals, the smart Gothic fender design with 
double white stripes. Get full details. Write now. 


AMF JUNIOR 
ROADMASTER 
SIDEWALK BIKE No. 986 


Hinged tank converts bike 
from boy’s to girl’s model 


WHEEL GOODS DIVISION 


American Machine & Foundry Company 

Junior Toy Division, 215 Marble St., Hammond, tnd. 

AMF Cycle Division, W. 65th & Patterson, Little Rock, Ark. 
Hercules Division, 200 Fifth Ave., New York, N.Y. 
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DO-IT-YOURSELF 
CASTER DISPLAY 
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fits easily into only 12 inches! 


Attracts impulse buyers by giving them 
ideas they can carry out themselves. 
Casters make dozens of things around 
the house easier to use. From toy boxes 
to laundry hampers—Bassick Casters 
make work lighter, easier. 

You can set up this simple peg board 
display from your own stock in a few 
minutes. Profit from the power of 
casters to attract the eye and arouse 
interest ... particularly with do-it- 
yourselfers ! 

THE BASSICK COMPANY, Bridgeport 
5, Conn. In Canada: Belleville, Ont. 


Bassick js 
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STEWART-WARNER CORPORATION 
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How we set up a basic 


stock list in our store 
(Continued ) 


store and what items were neces- 
sarily local by nature. 

Deciding what items to eliminate 
from our stock took time, thought, 
and discussion. 

After we decided what items 
should be included in the 80 per- 
cent and 20 percent basic stock 
lists we had about 180 items that 
had no classification. We hesitated. 
Then we realized that our national 
association had spent years of re- 
search and thousands of dollars on 
this project, that 45 wholesalers 
had helped in formulating this 
Turnover Handbook. So, we de- 
cided that 180 items would be 
eliminated from our stock, and we 
haven’t been unhappy about this 
decision since. 

As we were entering our busy 
holiday season, we decided to wait 
until after the first of the year 
to complete the other steps in ar- 
ranging our tool section to con- 
form with the Turnover Handbook. 

As we knew what items we 
planned to eliminate from our 
stock we decided to start immedi- 
ately to sell these items out. We 
marked each bin, or the item, with 
a piece of red tape. On most items 
we did not lower the price, but 
merely did an extra good selling 
job on these items. This red tag 
also reminded us not to re-order. 
It gave us a little over two months 
to eliminate a lot of dead stock. 
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Many items were dead timber 
that we had neglected to eliminate 
in the past or we were just in 
love with. This merchandise we 
sold out at just above cost right 
after the first of the year. 

We always felt we had quite a 
complete tool section although we 
did know there were items that we 
should be carrying, but we just 
were not sure what items these 
were. 

We didn’t believe that we could 
be short over 250 items, that were 
considered basic to a tool stock. 
But that was what we found. We 
began to remedy this situation af- 
ter the first of January when we 
went back to work on the Turnover 
Handbook. 

We didn’t add every item then, 
and still do not have a number of 
the larger power tool items. But 
we have added a lot of items. We 
find these items are truly basic 
stock, and that we are getting 
turnover from them. 

We needed guidance in determin- 
ing what our basic stock should 
contain, and so far the Turnover 
Handbook has proven to be an ex- 
cellent guide. 

The use of the basic stock in 
some departments has convinced 
us that we want to use this plan 
wherever it is possible through- 
out our store. We are going to 
have breadth rather than depth in 


Official family breakfast brought together presidents and board mem- 
bers of state, regional, and Canadian associations before the first 


program of addresses. 





How we set up a basic 
stock list in our store 


(Continued ) 


our stock in the future if we con- 
tinue to apply these turnover prin- 
ciples. 


We might think that “How much | 
is it,?” is a little crude question | 


to ask concerning the price of an 
item, but it calls our attention to 
the fact that price is an important 
part of every transaction in our 
stores. 

What prices we charge do create 
images in the minds of people as 
to what type of a store we have. 

We can be known as a “high 
price store,” a “low price store,” 
or a “fair price store.” I want to 
be known as a “fair price store” 
because a fair price means fair 
profit. If I’m going to continue to 
be of service to the community I 
live in I must have this fair profit. 

Pricing for profit is all impor- 
tant to the independent hardware 
dealer and the Turnover Handbook 
has a guide that is helping us price 
for a profit. 


The future looks good 


If we use conscientiously use the 
price guide in the Turnover Hand- 
book we can feel confident that we 
will be known as a “fair price” 
store, and we will have a fair 
profit for our selling efforts. We 
are making variable pricing work 
for us in our store. It takes time, 
but you will find it puts money in 
the profit column of your store. 

What about the future of our 
Turnover Handbook? I can see 
nothing but success for the plan, 
because it fills a definite need and 
has been thoroughly and expertly 
worked out by our national associa- 
tion. It will need to be modified 
from time to time, but once it is 
set in motion by our stores these 
modifications can be taken in 
stride. 

I say to the manufacturers, you 
are doing a great job in promoting 
the Turnover principles. But please 
don’t be impatient with dealers as 
they adjust their thinking to these 
new concepts, turnover, stock con- 
trol, and pricing. You are out 
ahead of us, and going great. We 
will catch up, but it will take time. 
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Me Dealer: 


HERE’S A 
COMPLETE 
WELDED CHAIN 
DEPARTMENT 
FOR 

ONLY 


43” 


... pre-cut packaged Proof-Coil 
Chain in bright Blue Temper finish. 


... ideal “starting stock”’ of 3 dif- 
ferent chain sizes in popular lengths! 


... takes only one square foot of 
floor space! 


CHECK THESE 
IMPORTANT 

“BLUE TEMPER” 
CHAIN FEATURES: 


Rich Blue Color—tempered right into the chain 
Pre-Cut—eliminates measuring and cutting 


Pre-Packaged—for self-service, attractive display, 
convenient storage 


Load-Rated—safe working load limit clearly shown 
on every package 


\/ Labeled—for instant identification of grade, size, price 


,/ Clean—no dirty hands or clothing 


GET COMPLETE INFORMATION FROM YOUR 
CAMPBELL WHOLESALER, OR WRITE DIRECT 


CAMPBELL CHAIN (Comsany 


FACTORIES: York, Pa.; West Burlinaton, lowa: Union City. Calif 


CAMPBELL 


CHAIN WAREHOUSES: ©. Cambridae, Mass Atlanta. Ga Dallas. Te 


x as 
Chicago, Ill.; Portland, Ore.; Seattle, Wash.; Los Angeles. Calif 


M La f or Famous CAMPBELL J tty lug R« Lilselae 2°, TIRE CHAINS 





A dealer says 


“Thanks for your business” 


Hardware dealers are using a 
store anniversary as an occasion to 
tell their public something of their 
history and how they enjoy serving 
their customers. They are doing 
this in their anniversary advertise- 
ments announcing special sales. 

These dealers are proud of their 
accomplishments. They want other 
dealers to know what they are do- 
ing and send copies of their ads to 
HARDWARE AGE. 

Here is such an ad from Paul 
and Marie Lee who operate Eureka- 
Ace Hardware in New Albany, Ind. 
The statement to their customers, 
that follows, is indicated by the 
arrows in the box in the accom- 
panying advertisement. 


"Just a note... 


“This is our Silver Anniversary. 
Twenty-five years ago this month 
we started in the hardware busi- 
ness under the name of Eureka 
Hardware at 1308 Vincennes St., 
in New Albany. 

“We maintained the name of 
Eureka for 20 years. Then, in 1955, 
in order to provide better merchan- 
dise at lower prices, we joined the 
Ace Hardware group of Chicago, 
Ill. 

“‘However, in order for us to ob- 
tain this choice franchise it was 
necessary to include the name of 
‘Ace’ in our store’s signature. Con- 
sequently, we adopted the name of 
Eureka-Ace Hardware. 

“But regardless of the name, we 
feel that we couldn’t have a more 
rewarding field. For in the many 
years that have passed, it has been 
nothing short of wonderful serving 
the needs of our many fine friends 
and customers. 

“One of our greatest pleasures 
is to see so many of our early cus- 
tomers, some of whom were with 
us in the very beginning, continu- 


How to use your store’s anniversary as a gesture 
of good will to thank customers for their patronage. 


ing their patronage year after 
year. 

“We feel that we chose the finest 
town in the country to open our 
store in... among the friendliest 
people on earth. So in appreciation 
for the gratifying business we have 














“The Price Is Right”. cae 
b. 29th Theu Mar “4 Bonus P 


enjoyed in the past, we take delight 

in offering you during the next 

twelve months, literally hundreds 

of top-brand merchandise at the 

lowest price. Thanks very much. 
“Yours truly, 

“Paul & Marie Lee” 





ch 5th. 



































STOP PIPE 
SWEATING poe 


Probiem... 
Solve it 
and Profit 


. -%. + ” ~ 


Here’s a year round profit item for your economy- 
minded, home fixer-uppers! An opportunity for you 
to get your share of the dollars being spent to rid 
homes of the common problem of “sweating” cold 
water pipes. 

Only NoDrip Tape, the original nationally adver- 
tised cold water pipe insulation designed for do-it- 
yourself customers, gives you these important 
benefits. 


e Faster turnover...more profit. 

¢ Greater customer satisfaction because of NoDrip 
Tape’s proven permanency. 

e Hard hitting program of dealer sales aids. 


So don’t settle for inferior, temporary pipe wrap- 
pings...stock and sell the only pipe insulation that 
is 100% vapor and moisture proof—NoDrip Tape. 
Easy-to-apply NoDrip Tape winds spirally around 
any size pipe...needs no vapor-seal tapes or over- 
wraps...no bands, brads or fas- 

teners. Fits snugly even around 

tees, unions, angles, valves. 


Packed 12 rolls to the 
carton. Dealer discount 334% 


#469 


List Price 





And get added sales... added profit 
wit NODRIP PLASTIC COATING 


Now, get the commercial and industrial 
trade in your area. Here’s 100% moisture- 
proof protection for tanks, ducts, suction 
lines, walls, ceilings in home, store or fac- 
tory. Easily applied with trowel, brush or 
heavy spray equipment. Adheres to metal, 
concrete, brick, plaster. Prevents rust, 
condensation, corrosion. List: 1 gal. can 
$1.90; 5 gal. can $8.75; 55 gal. drum $90. 


MORTELL COMPANY * KANKAKEE, ILL. 
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FOR COPPER, BRASS and 
ALUMINUM... INSIST ON 


EDO 





TUBE & FITTINGS 


TUBING CUTTERS CLEANED, DEBURRED 
Range “% thru 4 %"’ O.D. All Sizes thry 4" 





ANOKA 


FLARING, SWAGING LEVER-TYPE BENDERS 
Range “%' thru 1%" O.D. Range “%"' thru 7%" O.D. 








V NEW, Advanced Features 
V Long Service Life 


V Smooth, Easy, Accurate 


For all copper, brass and aluminum tubing, 
Toledo offers fine precision made tubing tools at 
popular prices. Toledo Quality Checked to give 
you better on-job performance and 

long service life to help you 

increase job-profit dollars. 


(SOLO THRU AUTHORIZED “TOLEDO” DISTRIBUTORS) 


Write For New Catalog 


EDO (iki Gach 


PIPE THREADERS e WRENCHES e MACHINES ¢ TUBING TOOLS 





THE TOLEDO PIPE THREADING MACHINE CO...TOLEDO 3, OHIO 
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MORE SATISFIED 
HOME BUYERS 


No 


Prevents wood checking, 
cracking—inside and out 


Ends warping, swelling and 
shrinking of doors, windows 


Eliminates tile“pop outs” — 
protects grout from 
cracking 


Prevents efflorescence of 
plaster, stucco, brick 


Moisture proofs concrete 
floors prior to laying 
asphalt or vinyl tile 


Deep penetrating, colorless Thomp- 
son’s Water Seal locks out moisture 
from any porous material for 5 years 
and longer. Easy to apply by brush, 


spray, roller. 


Recommended by 


Leading Contractors 
Sold by paint, hardware 
and building supply stores. 


Thompdon dg 


MANUFACTURERS OF FINE PROTECTIVE 
CHEMICALS SINCE 1929 


E. A. Thompson Co., Inc., Merchandise Mart, 
San Francisco 3, California 


San Francisco * Los Angeles * San Diego * 
Portland * Chicago * Seattle * Denver * Dallas 
Houston * St. Louis * St. Paul ¢ Detroit ¢ 
Philadelphia * New York City * Memphis * 
Cleveland * Factory: King City, California 
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SEWCBRL stands for the Socie- 
ty for Encouraging the Wearing of 
Convention Badges on the Right 
Lapel. This is a group of hardware 
men whose purpose is to make life 
a little easier at conventions. A 
description of this new society ap- 
peared in the July 14 issue, p. 66. 

The goals of this new group ap- 
parently appeal to a great many 
hardware folks. New requests for 
membership continue to arrive. The 
first list of members was published 
in the June 14 issue. Here are some 
members added since then. 

J. Robert Moore, president of 
Steinman Hardware, Lancaster, 
Pa., read about SEWCBRL while 
on a plane enroute to Bermuda for 
a short vacation. He rushed us his 
application. 

W. Lee Watson of Weakley-Wat- 
son, Brownwood, Texas, points out 
that AISA has been following the 
badge-on-the-right-lapel custom for 
some time, and urges us to con- 
tinue our efforts. Mr. Watson is 
president of AISA. 


Gene Smith, Jr., of Oklahoma 
Hardware, Oklahoma City, says 
“SEWCBRL had to come.” He asks 
that we enroll his father and him- 
self. 

Tom Fernley, Jr., managing di- 
rector of the National Wholesale 
Hardware Assn., writes that the 
goals of SEWCBRL are most com- 
mendable. He points out that he 
has been urging the right-lapel 
idea for many years at the Atlantic 
City and other meetings. 


Karl Baumann, Warren Tool 
vice-president, signed up with the 
observation that badges on the 
right lapel and large type would 
certainly make life easier at con- 
ventions. 


Also duly enrolled as members 
are C. Ed Brown, Lufkin Rule, Pa- 
cific Palisades, Calif.; William W. 
White, a manufacturers’ represen- 
tative of White Plains, N. Y.; J. D. 
McKie, a representative at San An- 
tonio, Texas; and Win Warren of 
J. R. Clark Co. 





Dealer finds volume in 
contractors’ supplies 


A new store, Emil Buettner 
Paint & Hardware, Cullman, Ala., 
has already learned that it pays to 
specialize. 

Mr. Buettner has opened up a 
large wall area to a combined dis- 
play of builders’ hardware spe- 
cialty building tools, and contract- 
ors’ supplies. This display is kept 
filled for small contractors and 
home builders who are not inter- 
ested in skimpy assortments. 

Full displays, in this case, mean 
every bin brimming, every shelf 
full, every hook crowded. Masonry 
tools and hardware, electrical 


Emil Buettner keeps these shelves full 
at all cost. 


goods, and builders’ hardware form 
the basic selection. 





Pump up your sales! Display “SCOTCH” BRAND 
Cellophane Tape at checkout for impulse sales! 








"SCOTCH” IS A REGISTERED TRADEMARK OF THE 3™ CO. 


iienesora Miaine AND Mhanvracturine COMPANY 
«+ - WHERE RESEARCH 15 THE KEY TO TOMORROW 


DON'T TAKE CHANCES WITH 
“JOHNNY COME LATELY’’ FINISHES 
el. 2ele)] em] mele) - im 


“bpowling-alley” finish for home floors... 
consumer-proven for 12 years in 
millions of American homes. 


FABULON 


THE 


FLOOR FINISH 


never needs waxing 
or scrubbing 


> 





“AAA AAA « 








Fo hed SoM) Mrto tall t-l ital al lilelsr lie leh tail tialemmeltisliletis 

Tale Mm oi gelsstelilelsbume. + il) Mal lie) Mer llela-Sietellcl mim lelicl tae 

window banners, demonstration panels, etc 
For full details, write 


PIERCEa&STEVENS CHEMICAL CORP. 
710 Ohio St., Buffalo 3,N.Y 
in Canada — LE PAGE'S, Tor. 18. Ont 
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Any Way You Look at it... 
it’s Easier to Sell 


JEMPSTE 


America’s Complete Line 
of Water Systems 


It’s always easier and 
more profitable for a 
Dempster Dealer to do 


... because whatever a 
customer wants his cus- 
tomer can get... 


single stage Jetmaster 
Deep or shallow well 


Dual Jetmaster 
Deep or shallow well 


...there’s a Dempster 
Water System to meet his 


Multi-Stage 
Jetmaster 
two or 
three stages 


-..and every 
Dempster’ pump is 
tops in perform- 
ance, engineering 
and construction... 


More than 80 years of 
water system experience 
guarantees full satisfac- 
tion. 


Also Submersible Pumps, Sump Pumps, Windmills 


DBEMPSTER 
MILL MFG. CO. 


Home Office and factory: 
Beatrice, Nebraska 
For fast service, Dempster 
tare and ag ore 
ocated in Amarillo, Denver, Des 
EQUIPMENT Moines, Kansas City, Oklahoma 
—_— at Omaha, San Antonio, Sioux 


“ $. 
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Booke 


for a dealer's library 





“Handbook of Household Equip- 
ment Terminology” takes the mys- 
tery out of expressions such as 
“gravity drying” and “impeller- 
type circulator” to help dealers 
train salesmen to sell more small 
and large appliances. This hand- 


book also explains the background 
of the many associations connected 
with the appliance industry. The 
book provides material for many 
product knowledge clinics. Avail- 
able from Home Equipment Book- 
let, American Home Magazine, 300 
Park Ave., New York 22, N. Y. 
Pages: 44. 


“All About Swimming Pools’’ is 
a resale item available to you at 40 
percent discount. With the grow- 
ing interest in private pools (more 
than 100,000 homeowners will build 





The INSIDE STORY’ of 


INDESTRO “INSIDE QUALITY” 


There is a definite extra quality built into every Indestro tool. 
This is demonstrated by superior quality you will find in every 
Indestro socket—a quality based on: 


HOT BROACHING 
assures smooth and clean 
wall surfaces, free from 
stresses, tears and cracks 
that eventually shorten 
socket life. 


UNIFORMLY THIN WALLS 
No weak spots. Sockets have 
incredible strength, yet are 
lightweight and compact, for 
getting into those “tight” 
places. 


REINFORCING NUT STOP RING 
holds nut in socket so that 
contact with bolt is easily 
established with only one 
hand. Also provides added 
strength. 


FINEST HIGH ALLOY STEE 


The best steel for every 
function is used throughout. 


CHAMFERED BEVEL 


on both openings of socket 
facilitates the guiding of the 
fitting into sockets and 
socket onto the nut. 


KNURLED GROOVE 


around outer wall of socket 
provides firm grip, even 
with greasy, slippery fin- 
gers, when attaching socket 
drive handle, or taking 
apart. 


4 WAY POSITIVE “LOCK-ON” 
No fumbling to find wall 
with retaining groove. Sock- 
ets stay ew attached 
to drive handle. 


POLISHED CHROME PLATED FINISH 


Another reat INDESTRO “Leader” 


30 pc. SOCKET SET 


One of the most popular of all 
Indestro sets because it contains 
a wide range of sockets and fit- 
tings to satisfy professional or 
homeowner needs—including set 
of 6 pt., 8 pt. and 12 pt. sockets, 
5%" extension bar, 152” Swing 
Head Handle, 9” Cross Bar, 175%” 
Speeder and Reversible Ratchet. 
Large sturdy metal box, with tote 
tray, allows ample room for addi- 
tional tools. 


World’s Most Complete 
Line of Hand Tools 
The Indestro line includes: Socket 
Wrenches, Open End Wrenches 
and Sets, Box End Wrenches, Pliers 
for all purposes, Screw Drivers, 
Punches, Chisels, Hammers, Body 
and Fender Tools, Refrigeration 

Service Tools. 


Send for free copy of catalog No. 22M showing entire assortment of Indestro sales-making displays 


INDESTRO ... xxx... 


MANUFACTURING CORPORATION duro-chrome s Hand Toots 


2649 N. KILDARE AVE. e CHICAGO 39, ILL. 


an 
Duro Power Tools 
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them this year), a quantity of 
these books would make an inter- 
esting display for do-it-yourselfers. 
The book covers D-I-Y pools costing 
$1000 as well as what to expect in 
contractor-built pools costing much 
more. Pool maintenance and clean- 
ing is featured in the more than 
300 photographs. Available from 
Arco Publishing Co., 480 Lexing- 
ton Ave., New York 17, N. Y. 
Pages: 144. Price, list: $2.50. 


“Style & Security, The Yale Lock 
Collection” is a booklet of interest 
to dealers who want to know more 
of the background of hardware. 
This booklet may inspire dealers in 
building displays based upon an- 
tique hardware. Besides cataloging 
the many locks in the Yale collec- 
tion, the book covers in copy and 
illustrations the 4000-year history 
of key and lock development. Many 
modern designs in door hardware 
are also illustrated. Available at 
no charge from Yale & Towne Mfg. 
Co., Chrysler Bldg., New York 17. 
Pages: 36. 


“Archery Handbook” is both a 
practical history of archery and an 
instruction manual for making, re- 
pairing and using bows and ar- 
rows. This book will interest deal- 
ers who wish to train a sporting 
goods salesman, or use it as a focal 
point of an archery display. It also 
has resale value. I[llustrated with 
more than 300 photographs and 
drawings, this book omits nothing 
concerning the fast-growing “sport 
of kings.” Available from Arco 
Publishing Co., 480 Lexington Ave., 
New York 17. Pages: 144. Price: 
$2.50. 


“Guns and Shooting” has three 
values to dealers. The book may 
be used as a basic trainer for 
sporting goods salesmen, as a dis- 
play item to build traffic for the 
gun department, and as a resale 
item. Featuring more than 100 
photographs, this book covers the 
subject of guns fully, from teach- 
ing their care and use to young- 
sters, to technical articles on ballis- 
tics, wing shooting, big game hunt- 
ing, and the lore of antique weap- 
ons. Available from Arco Publish- 
ing, 480 Lexington Ave., New York 
17, N. Y. Pages: 144, clothbound. 
Price: $2.50. 





New Merchandiser for G-E Surface Extension 
Wiring... boosts your electrical business 


++ get new electric outlets anywhere you wont them 
Quick... Easy... Eecnomieal to install 


SURFACE 
¥i9 EXTENSION 
WIRING 


- 


Ge mem as te BLECTRNS 


Watch this colorful new merchandiser 
attract customers who need more electric 
outlets (and these days, that’s just about 
everybody!) 

It’s a complete, hard-working sales 
center for popular General Electric Sur- 
face Extension Wiring materials. 

This attractive surface-mounted wir- 
ing extends quickly from outlets your 
customer already has — attaches directly 
to baseboards or walls. It’s permanent — 
much neater and safer than loose cords. 
Easy to install, it requires no holes in 
plaster — no fishing of wires through 
walls. Connections are made simply by 
pushing the wire into screwless, pres- 
sure-type terminals in each device. The 
cable and all devices are listed by Under- 
writers’ Laboratories, Inc. 





GE 7551-7P 
Merchandiser Package 
with FREE display rack 


item Quantity 
Attachment Plug 10 
Single Outlet 20 
Double Outlet 10 
100 ft. flat, white 

plastic Cable 1 


Pack of 50 attachment 
nails 


Advertising Folder 50 
Metal Merchandiser: 
16” wide x 12” deep x 22” high 
(with sign) 





All devices feature General 
Electric’s new pressure-type 
terminals for speedier con- 
nections and disconnections 
»..No binding screws. 








DISPLAY 


Boost your sales with this profitable 
new G-E Surface Extension Wiring 
package! General Electric Company, 
Wiring Device Department, Providence 
7, Rhode Island. 


Progress /s Our Most Important Product 


GENERAL @® ELECTRIC 
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more than 20,000 types 


are available from 


-—- 
RO wr 


eiaanicancoaaantanional 
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and sizes of fasteners 


your Republic Distributor 


Ever lose a sale because you didn’t have the 
right size or type of fastener in stock? Next 
time, just pick up the phone and dial your 
Republic Distributor for ACTION SERVICE. 
He’ll rush your order to you from his complete 
stocks (more than 20,000 types and sizes of 
Republic Bolts and Nuts are available). 


ACTION SERVICE is something special... 
designed to give you super-fast deliveries when 
requested. Planned to supplement your inven- 
tory. Tailored to put complete product infor- 
mation in your hands. 


You'll find your Republic Distributor listed 
in the Yellow Pages under HARDWARE— 
WHOLESALE. Call him today for ACTION 
SERVICE on... 


FUNCTIONAL PACKAGING simplifies 
stocking, speeds identification, helps sell- 
BOLTS AND NUTS e- PLASTIC PIPE e« STEEL PIPE 


ing. Republic fasteners are packaged in 

convenient size cartons, ideal for display 

ROOF DRAINAGE PRODUCTS «+ NAILS & STAPLES or storage: The inverted design, with the 
bottom of the box containing the top, 

prevents spilling when the package is 

handled. It can be opened and set up as 

a bin or handy self-service display. Label 

stays right side up. A soil-resistant surface 


coating keeps package neat and bright 


. REPUBLIC STEEL CORPORATION 


R i ia U 3 L ; C &, T c Es L mph ta » CLEVELAND 1, OHIO 
Quality, Supplies... Quality Suppliers 








Please send more information on: 

C) Flexible Plastic Pipe Type FE C) Steel Pipe 

C] Semi-Rigid Plastic Pipe Type SRK (J Bolts and Nuts 
O) Roof Drainage Products () Nails and Staples 


Name Title 





Company 
Address—— 
City 
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—— 


Why do so many building supply and hardware dealers tag Griffin as 
*‘A Good Line To Handle?” 


Because—Griffin makes a product builders and architects respect; 
Griffin offers a complete line of hinges, straps and tee-hinges, screen, 
builder and industrial hardware; Griffin prices its product 
to offer the distributor a good profit; Griffin service is ex- 
ceptionally quick and dependable. Griffin Manufacturing 


Company, Erie, Pennsylvania. GRIFFIN HINGES 
Want more facts? Circle 143, p. 59 
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Most profitable line? 


“It’s electrical goods” 


Have you ever stopped to figure 
out the most profitable square foot- 
age in your store? You may be in 
for a surprise if you do. 

In Haring’s Hardware, Bay City, 
Texas, there’s an island display 
fixture that is one-half given over 
to electrical items to appeal to the 
home owner who likes to make his 
own minor repairs. 

This small section has proved a 
sleeper. 

This display area is only 2% 
ft wide and 7 ft long—a total of 
17.5 sq ft. It produces about $150 
worth of business a month, from 
stock which turns better than five 
times a year, according to C. H. 
Haring, store owner. 

“Somewhat to our surprise,” Mr. 
Haring explains, “we discovered 
recently that this was the most 
profitable space in the store. This 


figuring is based on return per 
square foot of display and the in- 
vestment involved.” 

The display is near the store en- 
trance, with only one island dis- 
play unit between it and the door- 
way. It is in the center of the 
sales floor. 

The unit shows assorted small 
electrical items such as switches, 
extension cords, current taps, 
fuses, outlets and insulators. Each 
item has its own bin and is priced 
for self-service. A display of light 
bulbs extends across one end of the 
unit. 

















QUALITY mm SLAMS 


for Yo Ul 


when you buy 


R44 x PKA- 3% 


* PACKAGE 
— 


“You'll pull in extra profits when you suggest 
‘SCOTCH’ BRAND Masking Tape with every paint sale.” 


a You Get. ry 


KEY MACHINE — 22¥] 
Baa mk 
ROTARY KEY BOARD — lie 
1020 POPULAR KEY BLANKS 


You can Cut Cylinder and Car 
Keys Quickly and Accurately! 





score IS A REGISTERED TRADEMARK OF THE 3M CO 
Miinnesora Minne amo |\ffanuracrurine courany daa 
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KNOBS for Cabinet 
. Doors and Drawers 


@ Machined from 
Aluminum 








or Brass 
Bar Stock 





©® Beautiful 
Jewel-like 
appearance 


@ Easy to install 


These new pulls are 
carefully designed to 
give lifelong beauty 
and service. Each ful- 
fills all the necessary 
requirements for easy 
operation, clean and 
handsome appearance, 
ease of installation 
and freedom from 
maintenance worries. 


SEE SWEETS CATALOG 
For the complete EPCO line 
under Architectural File No. 
189-En and Light Construc- 


tion File No. Ta-En 


KP-50 Pull for cabi- 
net doors in clear an- 
odized aluminum or 
lacquered solid brass 
bar stock. Other 
finishes available. 


KP-55 Pull for cabi- 
nets and doors in an- 
odized solid aluminum 
or lacquered solid 
brass bar stock. Other 
finishes available. 


KP-51 Pull for cabi- 
net doors in anodized 
solid aluminum or 
lacquered solid brass 
bar stock. Other 
finishes are available. 


KP-56 Pull for cabi- 
nets and doors. in an- 
odized solid aluminum 
or lacquered solid 
brass bar stock. Other 
finishes available. 


FREE 20-PAGE CATALOG 


on request: 


On the complete EPCO line © 
of magnetic and friction catch- @& 
es, E-Z glide track and glides, © 
and drawer pulls will be sent 


ThE ENGINEERED PRODUCTS CO. 


P.O. BOX 118 - 


FLINT, MICH 


- PH. CEdar 9-8689 











gn 


You get this Giant Sign 
for Your Store FREE 


KEYS MADE 


CAST ALUMINUM 12” x 27” 


MAIL COUPON TODAY 


KEIL LOCK CO., INC. 
Charlestown, New Hampshire 


Please send complete information. on your 
R 42 x PKA-3 “Package” Deal plus FREE Key 
sign. 


PLEASE PRINT 
5 


Zone 


ee i 


oa aan ee Le === 
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she buys from you 


oe 


mee Cerin icten Hoonanncnegtien 


...and SAVES! 


I] for profit during 

BISSEll | 
CARPET 
SWEEPERS 


...specially priced 
BISSEl| 


**Clean n’ Save’’ Time! 


JULY 1 to NOVEMBER 1 
FOR DEALERS 


SEPTEMBER and OCTOBER 
FOR CONSUMERS 


BISSEll---cacrr 








/ Grand Rapids 


was $16.95 Fair Trade Retail NOW $1 395 eee 
was $1495 Foie Seat heron WOW $9195 Sezer 
was $1295 Fir raderRetat NOW $99 fet 

Mercury NOW $895 Fair Trade 


was $10.95 Fair Trade Retail 
Reliance NOW $ 795 Suggested 
etal 


was $9.95 Suggested Retail 


to keep her home ==] clean! 


BISSEll inc., Grand Rapids, Michigan 
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Two proven ideas lighten 


store operating tasks 


Here is an easy way to start engines, 


and an idea for overhead sto-’age. 


Easier test starting 

A used % hp motor is bolted to the wall as a handy 
starter for power mowers, tillers, snow movers, etc. 
It’s an all-weather device that will save you time and 
bruised knuckles. 


Helpful “sky hooks” 


Conduit pipe is bent to a J-shape and bolted to beams. 
Converts waste overhead space to useful storage 
racks for pipe, lumber, ladders, coiled goods, etc. 
Can be mounted in minutes for permanent usefulness. 
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VERSATILE “SHOW-OFF” DISPLAY SELLS 
MORE 


: = = 
@&24886 
A i ; § Goer? 
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The right display makes housewares pay! ... and here are four shelves of sheer 
selling power! Just 4.2 square feet of space lets you “step up front” with popular 
Lustro-Ware Elegante Pantryware, the heirloom line for today’s fashion-minded 
housewife. Fixture is designed in black and gold to emphasize Elegante pantryware’s 
matching beauty . . . on the counter, in the window or mounted to your pegboard wall. 








LUSTRO-WARE 


Rotate set colors regularly 
for sustained customer 








interest in 
the window! 


Use Satin White, top seller, 
for maximum shopper- 
stopping attraction. 


_A 
a 





Display includes “take one” 
compartment with supply 
of Lustro-Ware 4-color 


Display fixture size 4144” high x 35%” wide x 1642” deep. ae 
‘“Elegante’’ Pantryware Display Assortment ¥ED-1 "ELEGANTE” spe 
Here's the assortment you get to back up this Lustro-Ware “show-off” display. DISPLAY FIX By 2a 
Includes five popular colors—tarnish-proof gold decoration on Satin White, with purchase of hacle stock 
Yellow, Pink, and Turquoise, chrome decoration on Red. Merchandise assortment listed at left. 


shipped with fixture. Shipped Prepaid—total wt. 135 Ibs 
CSA-4 4-pc. Canister Set... . 1 doz. LA-82 Cake Cover Set Y2 doz. 


SSA-1 Chef-size Shaker Set. . 1 doz. BA-25 Recipe File 4 doz. Order from your supplier 
SSA-2 Table Shaker Set... . 1 doz. HA-15 Dispenser Ya doz. | oP | 


LA-113 C Cookie Jar BA-37 S Waste Basket V2 doz. 
BA-20 Hinged-top Bread Box . 2 doz. LA-46 Table Pitcher 2 doz. 


Total Retail . . $173.46 Dealer Cost $104.08 


with full 40% PROFIT 
COLUMBUS PLASTIC PRODUCTS, INC., Columbus 23, Ohio 


Nationally advertised and guaranteed by WORLD’S LARGEST 





The year’s most versatile — case! 


vere} ony e}(-34-ed leled qmel-3el-Vac a unerices 
ment with this WESTCLOX 
permanent display 





e Stands on Counter 

e Hangs on Wall 

e Shelves Adjust Up or Down for Hanging or 
Standing Clocks 

e Use in ANY High Traffic Area 


Meets All Your Selling Needs — 
Brings Year '’Round Volume To BA Wx BK Hx 1%" OD 
Your Clock Department! 


NOW! Set up a complete clock department in a ORDER ASSORTMENT 1041 
minimum of selling space for high-profit, fast- No. 804-L Colt i, 5.98 
moving sales. This new display is as attractive No. 1320 Lace Pink.....0.00. 00.0 cece cece cece ee. 6.98 
as it is versatile...shelves can be used to eee = Ben Golden i kccerensceast “ 
. : O. alltone inte reekuneeSievaees wae eee 
display all occasional clocks or turned up to No. 1160 Spice Red............. oe cece ccecec cece es 5.98 
make room for wall clocks...and, it can be used No. 912 Manor Yellow cacecvcea gi 
to handle clocks from your present inventory as No. 340 Fawn Ivory. ladtavinicncanatene nme 


well. Permanent, wood and metal construction. No. 23 America Blue. rena! ++. 9.98 
No. 280-L Shelby White. side | ..... 5.98 
No. 321 Baby Ben White oe 
No. 201-L Big Ben White...... See 
No. 451-L Travalarm lIvory..... sesscee CO 
No. 20-L Spur Ivory. 


| RETAIL PRICE $81.74 


> -_ | 


ine “= 1, Display is FREE to dealers placing an order for 72 or more pieces. 
sae *LESS 5% QUANTITY DISCOUNT ON ELECTRIC CLOCKS 


Displays a complete and combined Adjustable to handle your complete 
selection of wall and occasional clocks clock inventory...big or small 

AssorTMENT NO. 1041 
12CLOCKS %52.17 


Shelves up...it provides plenty of sell- $12.50 DISPLAY 4 T 5 
| ing space for wall clocks 
PLUS $4.98 Spur FREE 






































ape Dealer Cost *55.60° 
. STARTING SEPTEMBER 18...WATCH THE TAB HUNTER SHOW, 
NBC-TV NETWORK—SUNDAYS, 8:30 P.M., EST! 


sepent oo WESTCLOX 


YOUR FULL PROFIT LINE 


MAKERS OF BIG BEN «- DIVISION OF GENERAL TIME CORPORATION - LA SALLE-PERU, ILLINOIS 
Want more facts? Circle 148, p. 59 A Want more facts? Circle 149, p. 59 > 
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NOW... fot Rudded, All-Weather Hunter | 


A POWERFUL NEW PREMIUM GRADE, 
PREMIUM PRICE, PREMIUM PROFIT SHOTGUN SHELL 


Steel and Polyethylene Remington ‘‘SP’’ Shells Let You Guarantee 
Perfect Chambering in Shotguns In Any Weather. They Keep Power Factory Fresh! 


These new Remington Premium Grade ‘‘SP’’ shotgun shells, 
made with steel heads and linear polyethylene bodies, are 
the result of years of intensive laboratory research and 
painstaking field testing. 


Remington Premium Grade ‘‘SP’’ shells were designed to 
meet demands of rugged, all-weather hunters who want shells 
guaranteed to perform under roughest hunting conditions, 
shells that will not swell in rain, snow or sleet, will not scuff 
or mar, and will maintain factory fresh power, ballistic and 
dimensional stability in all kinds of weather. 


Now they’re here . . . with guaranteed features that mark new 
Remington Premium Grade “‘SP’’ shells the ultimate in 
shotgun ammunition! 


Just look at all these 10 great selling features: 


Guaranteed — to chamber in shotguns under all 
weather conditions. No more swollen bodies, wasted 
shells, or malfunctions due to bad weather. 


New linear polyethylene one-piece seamless corrugated 
body. Linear polyethylene is one of the toughest plastics 
available, made even tougher by a secret process. 


New Duplex Plated Steel Head — steel where steel 
belongs. Remington’s use of polyethylene, together 
with the new one-piece base wad, permits us to take 
advantage of the strength of steel. This new steel head 
is copper and brass plated, corrosion resistant. 


Weatherproof — the completely new construction of 
this new shell protects the contents and insures 
uniform pressures, velocities, pattern and power. Keeps 
‘factory fresh.’’ Ballistically and dimensionally stable. 


Scuffproof — the tough, corrugated polyethylene body 
resists all attempts of scraping or scarring — can be 
carried in a wet hunting coat pocket for days without 
affecting performance characteristics. 


New Transparent Body — a terrific sales feature. 
Shows the shooter the internal construction. He can 
see the quality, dependability and engineering built into 
this shotgun shell. 


New One-Piece Base Wad — an exclusive new fibre 
wad hydraulically formed, adding to high shell strength 
and facilitating the new, amazing combination of steel 
and polyethylene. 


H-Wad — a proven sales feature. For the first time in 
any hunting load the new shell uses the exclusive 
Remington polyethylene “‘H’’ wad. 


New “Rib-Lokt’’ Crimp — this is the strongest crimp 
of its type ever designed for a shotgun shell. Crimp is 
designed for fine, uniform patterns. 


“‘Kleanbore”’ Priming — an exclusive Remington sales 
feature that will never grow old — and one that has 
proven its worth for thirty-four years. ‘‘Kleanbore’’ 
priming does not cause rust or corrosion in gun barrels. 
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Washing Machine Test Body Pull Test Hunting Jacket Test ice Test 


“Kleanbore”’ is Reg. U. S. Pat. Off. by and “Express” is a trade-mark of 
Remington Arms Company, inc., 939 Barnum Ave., Bridgeport 2, Conn. 
Canada: 36 Queen Elizabeth Bivd., Toronto. 


Form No. AR12 Printed in U.S.A. 





Carnival theme moves power mowers 
(Continued from page 45) 


the heavy traffic going to and from 
work with car radios on. 

Radio copy emphasizes the oppor- 
tunity to see new models of power 
tools; to see the large mass display 
of equipment in the leading lines 
under one roof; the free cookies 
and coffee; and the giveaways. 


Stuffers help campaign 

The radio campaign is supple- 
mented by 800 stuffers featuring 
the show. These are mailed out with 
statements. Mr. Spink also manages 
to spot news stories regarding 
the event in a number of civic and 
employee publications. 

A half-page advertisement is in- 
serted in the Kansas City Star the 
Sunday before the affair. The sale 
is held on Thursday, Friday, and 
Saturday. The copy approach in this 
ad is varied. This year, it covered 
the new model angle, featuring a 
selection of 27 different tools at at- 
tractive prices. A power saw, regu- 
larly priced at $49.95, may be fea- 
tured at $33.77. A $16.95 drill may 
be priced at $12.88. There was a 
total of eight brand-new items in 
the 1960 ad. 


Large stock is cited 


The pressure cooker clinic was 
played up boldly in the advertise- 
ment this year. The free prizes and 
coffee were mentioned. The ad cited 
the fact that the store was stocked 
with a large assortment of hand 
tools and a massive inventory of 
parts and accessories for power 
tools. Stocks of items such as 
blades, guards, guides, etc., were 
built up greatly for the show. 

Do power tools deserve this spe- 
cial merchandising touch? 

Mr. Spink answers emphatically, 
“Power tools are one item we hard- 
ware dealers can promote that su- 
permarkets, drug stores, not even 
the mail order houses, can offer 
much competition on. They can’t 
provide the personal service and 
knowledge this merchandise de- 
mands. 

“The homeowner’s interest in 
power tools is growing by the day. 
A home workshop provides excellent 
relaxation. Many householders are 


< Want more facts? Circle 149, p. 59 


repairing and making items for the 
home to combat climbing labor 
costs. 

“Power equipment is a year- 
round proposition with us,” Mr. 
Spink says. “During the summer we 
have steady demand for equipment 
such as electric edgers, grass clip- 
pers, etc. 

“Our store has carried power 
tools since back when the old rout- 
ers and saws were in the picture. 
We not only sell the hobbyist. The 
industrial market is a big and grow- 
ing source of business. 

“‘We carry our own credit paper,” 
Mr. Spink says, “and sell power 
tools with small down payments on 
time plans. This is the clincher to 
increasing sales volume.” @ End 


—_—_—_ 


From the sporting page? 
No, a dealer’s promotion 


While the accompanying illustra- 
tion may appear to be cut out of the 
sporting pages, it is part of a deal- 
er’s sale supplement. 

The dealer is Lowe’s Hardware, 
Ogden, Utah. The supplement was 
a color section in the evening news- 

a Pn Ou 


| Price 





SPECIAL EVENING ATTRACTION: 


(Washington Terrace Recreation Boys’ Club, will give 
on exhibition of Sports. BOXING, JUDO ond TUMBLING.) 











See real sports at its finest in our Parking Lot Plaza, 
Friday evening, May 20th, 6:30 through 8:30 p.m 
Bring the whole family, of course it’s free, just another 
added attraction during LOWE'S 90th Anniversary 
Sale. 

Director, Deneld Luby; Asst. Director, Charles Becker? 
Boxing vader the direction of Don Kennington (Former 

Intermountain Welterweight 


Jodo, under direction of Joseph (Second Degree 
Bleck Belt) ei 


Tumbling, under direction of Scott Pitcher 
BOUTS 100-Ib., Tommy Jones vs. Rickie Nazze 





135-Ib., Johnny Hull vs. Reger Burns 
155-Ib., Wallace Owens vs. Johan Owens 
170-b., Lowise Martinez vs. Jim Hansen 
40-Ibs., Keith Kenington vs. Kendell Keningtoa 
JUDO— Judo Exhibition, alse demonstration of Self 
Defense 
JUDO GRUDGE MATCH—Joseph Hyde, 170 tbs. vs. his 
son 20 pounds 
TUMBLING, with Trampoline 














paper. The occasion was the firm’s 
90th anniversary sale. 

The athletic events described in 
the clippings were but a small part 
of overall activity designed to stir 
up heavy traffic for the sale. The 
various events drew whole families 
from near and far for an evening 
in town. 





__.McGILl 
TRAPS 


MOUSE 
and RAT 


“Snap up” unit sales with the “Can't Miss”, 
attractive, self-service 2-PAC. This con- 
venient, eye-appealing, buy-appealing, pre- 
priced two for nineteen cents, transparent 
package is a proven traffic stopper. Easy 
and dependable, four-way trigger action 
builds customer satisfaction. 


MeGiLL ALSTEEL 2-PAC 


These attractive, nickel- 
plated, Alsteel 2-PACS 
sell themselves. Easy 
and safe to set, sanitary 
ejection plus fast, de- 
pendable action fea- 
tures trap more sales. 


GEM TICKET PUNCHES 


A quality pressed steel 
nickel-plated punch with 
knurled handles at a 
popular low price. Avail- 
able with six assorted 
dies and three round 
dies. Pre-priced card 
attached. 


acd ie 


MARENGO ° 


METAL PRODUCTS 
COMPANY 
ILLINOIS 
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Bent 
at 30° 





Permits nail pulling in 

hard-to-reach corners 

and near baseboards. 
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With conventional 
chisel end bar, the claw 


S 











With the Klein-Logan 

double claw bar, the 

end many times cannot “‘chisel”’ end can be 

get close enough to pull used to pry nail up 

nails. —— to pull with 30° 
* end. 


An improved standard wrecking bar 
with claws at both ends! This new 
Klein-Logan Company exclusive im- 
provement gives you all the prying 
advantages of a chisel end—PLUS 
the use of another claw. It can also 
be used in place of specially de- 
signed wrecking bars which usually 
sell at twice the price. 


Manufactured in the following sizes: 
%x18* %x3 %x24 % x36 
*This size added by popular demand. 


The 
Klein-Logan Co. 
122 South 13th Street © Pittsburgh 3, Po 


Manufacturers of 
PICKS « MATTOCKS « HOES « BARS 
HAMMERS « SLEDGES « WEDGES 
MINING and RAILROAD TRACK TOOLS 
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A mid-summer jingle contest 


spurs hot weather store traffic 


Customers who saw the picture, 
shown below, on a poster in Wis- 
consin hardware stores last month 
had good cause to drool. All the 
merchandise they saw on the poster 
photo was theirs, if they answered 
one question correctly and wrote 
the best final line to a jingle. 

And there was further cause for 
looking at posters in these hard- 
ware stores, which showed all the 
merchandise going to the second 
and third place winners. 

What these customers saw was 
the end result of a mid-summer 
promotion of Morley-Murphy Co., 
Green Bay, Wis., wholesaler, to stir 
up store traffic for its customers. 

Dealers tied in by displaying the 
three posters, distributing contest 
entry blanks to customers. 

Customers in turn answered one 
question, naming the two July 
Liberty TV items and writing the 
final line of a jingle. Entries were 
sent to a postoffice box in Green 
Bay. The contest opened July 4. 


hence the poster tie in in red and 
white, and closed July 31. 

Morley-Murphy for its part put 
on the entire contest with no cost 
to dealers, and turned loose the full 
force of its television and radio 
promotion to tell consumers about 
the contest and where to enter. 
During the month there was 40 
spot announcements on television, 
50 on radio. 

A series of letters also went to 
all dealers giving details of the 
contest. Dealers were given a list 
of the day and time of spot an- 
nouncements with the products to 
be featured. Dealers also were 
urged to participate by window 
and in-store displays and putting 
up the posters. 

Merchandise, provided by Mor- 
ley-Murphy, for first award was a 
patio and barbecue set. Second 
award was a kitchen accessory set. 
Third award was an outdoor sum- 
mer fun set. Items were listed on 
the entrv blank, and also shown in 
actual photos on posters. 


(Bar: ., 
’ Oe 
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Traffic stimulator is this poster showing all merchandise included in first award 
of Morley-Murphy's mid-summer consumer contest to aid dealer sales and 


profits. 





ASTONISHING DISCOVERY 
IN PAINTING ARITHMETIC 





























COVERAGE! 
LESS WORK! 


—_—__ —— —_ —————— _ 














PROFLO INCREASES PAINT COVERAGE 





PROFLO is an exciting new paint additive formula of 
resin polymers, hydro-carbons and polymerized oils. 
When you add Proflo to paint (vinyl latex, rubber 
latex, acrylic latex, oil base and enamels) you get 
astonishing results! Here’s what we mean. > 


PROFLO added to any paint increases coverage—with- 
out thinning or dilution! In fact, Proflo actually im- 
proves paint adhesion, durability, scrub-resistance. 
Proflo lets the paint flow on smoother than you 
dreamed possible without drag or pulling or splashing. 


Available in: % PINTS PINTS QUARTS GALLONS 
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(without thinning paint) 


PROFLO added to any paint reduces blistering and 
peeling, stops rust, extends pigment coverage. Proflo 
adjusts paint to all kinds of weather—hot, cold, dry, 
humid. Proflo adjusts flow to all surfaces—rough, 
smooth, new, old, wood, metal. 


SEND FOR YOUR FREE 
SAMPLE OF PROFLO TODAY! 
No obligation. We just want 


you to test this astonishing 
product for yourself. 


NOTICE: A few choice territories still available 
for Manufacturers Representatives and Jobbers. 
Please write: 


DeMert & Dougherty, inc. 
5000 West 4ist Street 
Chicago 50, Illinois 
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Awarded 


Certificate of Merit 


by 
American Humane Association 





Sell the trap that trappers want... 
the new, fast-action, hody-gripping 


Victor Conibear 


Here’s the trap that can make more 
sales—and more profit—for you. 
This Certificate of Merit award 
tells why: 


“The American Humane As- 
sociation hereby cites the Ani- 
mal Trap Company of America 
for honored recognition in ad- 
vancing the principles of humani- 
tarianism by producing and 
marketing the Conibear Trap 
which alleviates cruelty and suf- 
fering in the trapping of 
muskrats.’’ 


Trappers want this thoroughly- 
proved, humane, body-gripping 
trap. It catches and kills animals 
quickly without suffering, without 
chance of fur loss because of wring- 
off, and without damage to valu- 
able pelts. 

Ruggedly built, the Victor Coni- 
bear can be set anywhere. Origin- 
ally designed for muskrat, the #110 
(above) works equally well for 
mink, opossum, skunk, weasel and 
similar size animals; the #330 
(below) was designed later for 
beaver and otter. 

Be sure you have a full stock of 
award-winning, profit-making 
Victor Conibears this season. Order 
from your wholesaler. 


ANIMAL TRAP COMPANY OF AMERICA 


Lititz, Pa. « Pascagoula, Miss. « Niagara Falls, Ont. 


ee — 
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Baskets ... a profit sleeper 
(Continued from page 51) 


the baskets stop to examine them. 
Impulse sales result. 

It’s not surprising that the dis- 
play is a traffic stopper, for the 
baskets offer such a wide variety 
of shapes, sizes and styles that 
there is something to _ interest 
everyone. 

The price varies widely, depend- 
ing on the size and the quality of 
workmanship. 

Some items are expertly woven 
from fine materials; others are of 
coarse materials and more crude in 
their fashioning. But all are at- 
tractive, and each has its purpose. 


Experiment is successful 


“We first stocked baskets as an 
experiment, thinking they would be 
a passing fancy,” said Marie Trick- 
ett whose grandfather established 
the store 65 years ago. The busi- 
ness is now headed by Mrs. Trick- 
ett’s father, George Offen, Sr. 
Other members of the family are 
included in the store personnel. 

“Baskets are now a permanent 
feature,” Mrs. Trickett says. 

“They sell so well that we re- 
order regularly and keep on the 
alert for new types and _ styles. 
They not only spark many impulse 
sales, but they bring a lot of traf- 
fic to the store, as well. 

“It’s surprising how many uses 
people find for baskets. Every day 
customers buy them for uses we 
never thought of before. They are 
bought to be made into handbags, 
shopping bags, and for various util- 
ity purposes around the home. They 
are substantial, different, and low 
budget gift items. 

“Other types make dandy nut 
cups, attractive sandwich trays and 
serving dishes for many things. 
Small baskets are often bought for 
the little flower girls to carry at 
weddings.” 

Mrs. Trickett pointed out a 
nearby counter in the housewares 
department where glass and ce- 
ramic cooking ware is’ shown. 
Many cooking dishes of all shapes 
and sizes are displayed in baskets 
into which they fit. 

“These baskets for cooking ware 
are among our best sellers,’ Mrs. 


Trickett says. “In them, the hot 
dish from oven or stove can be 
placed right on the table without 
a pad. The basket dresses up the 
cooking dish, too, and adds to the 
appearance of the table.” 


Because of the wide variety, 
there is a considerable spread in 
the price range. Some smaller bask- 
ets sell under a dollar; the larger 
dog baskets run as much as $8 
or $9. The most popular price 
range is $1 to $3. 

Baskets are featured quite often 
in the store’s newspaper advertis- 
ing, with especially strong promo- 
tion at the Christmas season. 


A promotion featuring many dif- 
ferent styles at a common price, 
at $1 or $2 take-your-pick, is al- 
most certain to bring a swarm of 
traffic to a store during the holiday 
season. 


The Offens buy through their 
regular hardware supplier, and 
have freedom of choice which en- 
ables them to buy the styles most 
popular with their customers. 

Baskets are popular with both 
customers and staff at Offen’s 
Hardware. They are a good profit 
item, they add impulse purchases 
to many shoppers’ tickets, and 
they are excellent traffic builders 
for the store. 

Further, they are hardy, almost 
indestructible. Baskets may be 
priced at the whim of the dealer, 
for there is little comparison shop- 
ping or knowledge among the trade 
as to what is the going price for 
any particular type. @ End 





HARDWARE HUMOR 


"No, | don't want any tools... 
want one of those hooks.” 





When ordering coated work gloves... 


STOCK THESE 4, AND 
YOU NEED NO MORE! 


You can satisfy 100% of your coated work glove 
customers with a basic stock of four glove styles. In 
each basic style, Edmont offers you a proven seller. 


= NEOPRENE-COATED KNITWRICT: 
$1.29 — $1.39 range 


No. 908 THUMBS UP fits this category exactly, can 
retail for $1.29. It is fastest-selling liquidproof glove 
because its reinforced neoprene coating gives best 
all-around protection against cutting, abrasion, oils, 
solvents, acids, caustics, and heat. 


They've been advertised for years in The Saturday 
Evening Post. Your customers know them, buy them, 
at good profit to you. 


a VINYL-COATED KNITWRIST: 
98c — $1.19 range 


For this category, Edmont offers a choice: No. 707 
TURTLE (illustrated), which can retail at 98c, or 
NO. 303 MONKEY GRIP, which returns full-profit at 
$1.19. Turtle is super-flexible, jersey-lined. Monkey 
Grip has tougher coating for longer wear. Edmont 
Vinyl will not chip, crack or peel. 





WERX 
SE eat 


Camyvas 


as VINYL-IMPREGNATED SLIP-ON: 
$1.00 range 


No. 120 weRXx, retailing at 98c, returns full profit 
of $3.92 per dozen. Made of a miracle fabric that out- 
wears 8 oz. cotton 5 to 1. Has positive non-slip grip; 
is 100% machine washable. 


Order your basic stock from your wholesaler now 


Ne 


EDMONT INC. - 








= FULLY-COATED 12” GAUNTLET: 
$1.59 — $1.89 range 


Here Edmont offers a choice of three: No. 712 
TURTLE (illustrated), full profit at $1.59; No. 312 
MONKEY GRIP, full profit at $1.79: or No. 912 
THUMBS UP, full profit at $1.89. All are job-fitted 
for handling in oil, chemicals and solvents. 


Edmont JOB-FITTED WORK GLOVES 


1214 Walnut Street, Coshocton, Ohio 
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heres wher 

being a 

“YES” man pays 

off in EXTRA PROFITS! 


The old saying—‘“Them who has— 
gits,”’ certainly applies to the pro- 
gressive dealer who stocks and sells 
the UNION line. He gives customers 
what they want... gets extra dollar 
volume, extra profits in return. 


Dealers wise find it pays to UNION- 
ize with the most complete line of 
all-steel chests available today in 
sizes and styles to meet all customer 
requirements. How about you? 


48414 TACKLE BOX 


7817 MECHANICS’ 
TOOL BOX > 


41011 CASH 
and BOND BOX 


4U-12 
PARTS 
CABINET 


UNION STEEL CHEST CORP. 
Want more facts? Circle 155, p. 59 
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Convention Calendar 





convention 


shows 


conferences 














August 
21-22 Oklahoma Hardware Co., Fall 


Merchandise Market, Oklahoma 
City, Okla. 

21-22 Peden iron & Stee! Co., Mer- 
chandise Exhibit for Dealers, 
Houston. 

27-28 W. A. L. Thompson Hardware 
Co., Fall Dealer Show, Topeka 
Kan. 

28-31 J. A. Williams Co. 
dise Fair, Pittsburah. 

29-30 Walter H. Allen Co., Inc., An- 
nual Stockholders’ Meeting and 
Merchandise Show, Dallas, Texas 


Merchan- 


September 

4.7 Beck & Gregory Hardware Co. 
Fall Merchandise Show, Atlan- 
ta, Ga. 

lt The Sabine Supply Co., Fall 
Show, Oranae, Tex. 

11-12 Bigelow & Dowse Co., Fall 
Merchandise Show Needham 
Heights, Mass. 

13-14 Materials Handling Clinic, The 
Young Rebels of Southern 
Wholesale Hardware Assn. 
Memphis, Tenn. 

Joint Industrial Show Herr & 
Co., Reilly Bros. & Raub and 
Steinman Hardware Co., Lan 
caster, Po. 

Franklin Hardware & Supply 
Co., Annual Convention and 
Stockholders’ Meeting, Warrina- 
ton, Pa. 

Joint Dealer Show, Herr & Co. 
Reilly Bros. & Raub and Stein- 





Convention Check List 


For complete details about the conventions listed by dates below use 
the alphabetical listing following this quick check list. 





man Hardware Co., Lancaster, 
Pa. 
25-28 Nationa! 
Convention 
26 to American 
Oct. 13 Co., Fall 
Pittsburgh. 


Builders’ Hardware 
Chicago. 
Hardware 
Gro ip 


Supply 
Meetinas 


October 

10-14 National Hardware Show, New 
York, N. Y. 

16-19 Atlantic City Convention of 
American Hardware Manutac 
turers Assn.—Nationa! Whole 
sole Hardware Assn.—Nationoa 
Assn. of Sheet Meta! Distribu 
tors. 

23-25 Mid-West Hardware & House- 
wares Show, Chicaao. 

25-26 M. S. Young & Co., Fa! 
ket, Allentown, Pa. 

30 to Hardware Wholesalers Inc. 

Nov. | Annual Convention and Mer- 
chandise Show Fort Woyne 
Ind. 


Moar- 


November 
13-15 Mid-America Lawn, Garden & 
Outdoor Living Trade Show 
Chicago. 


1961 
January 
15-17 Ace Hardware Corp., Annua 
Convention & Exhibit, Chicago. 
30-31 American Hardware Supply 
Co., Merchandise Fair, Pitts- 
burgh. 








National Events 


Atlantic City Convention of the 
American Hardware Manufactur- 
ers’ Assn.—National Wholesale 
Hardware Assn.—National Assn. 
of Sheet Metal Distributors, Oct. 
16-19, Atlantic City, N. J. Head- 
quarters Dennis and Shelburne Ho- 
tels. Arthur L. Faubel, AHMA sec- 
retary, 342 Madison Ave., New 
York 17. Thomas A. Fernley, Jr., 
NWHA managing director, 1900 
Arch St., Philadelphia 3. 


National Builders’ Hardware Conven- 
tion, Sept. 25-28, Chicago, Hotel 
Headquarters, meetings, and ex- 
hibitions at Hotel Sherman. Spon- 
sored by National Builders’ Hard- 
ware Assn., William S. Haswell, 
managing director, 515 Madison 
Ave., New York 22, and American 
Society of Architectural Hardware 


Consultants, George P. Merrill, ex- 
ecutive secretary-treasurer, 220 “E”’ 
St., Santa Rosa, Calif. 


National Hardware Show, Oct. 10-14, 
Coliseum, New York City. Spon- 
sored by National Hardware Show, 
Inc., 331 Madison Ave., New York 
17. Frank Yeager, managing direc- 
tor. 


Regional Events 


Ace Hardware Corp., Chicago, An- 
nual Convention and Exhibit, Jan. 
15-17, at Conrad Hilton Hotel, Chi- 
cago. 


Walter H. Allen Co., Dallas, Texas, 
Annual Stockholders’ Meeting and 
Merchandise Show, Aug. 29-30, at 
Baker Hotel, Dallas, Texas. 


American Hardware Supply Co., Fall 








“From Bass to Big Tuna 
There's a PENN REEL to meet 
All of my Customers’ Needs” 


Mickey Altenkirch 
C. Altenkirch & Son 
Hampton Bays, L. |. 
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‘““We’ve featured PENN Reels since 1932”’ 
says Mickey Altenkirch, ‘‘and call it our 
bread and butter line. We rate PENN 


Reels as champions in sales and our cus- The Altenkirch tackle shop is one of the most complete 


: . and highly specialized tackle operations in the greater 
tomers rate them as champions in per- New York ee lt is truly a family affair; Chuck 
Altenkirch, already an expert fisherman himself, shown 
at the right with his father, Mickey, represents the 3rd 
generation in the business. 


formance.”’ 


Handling the PENN Reel line means 

handling a quality line of made-in-America 
reels, pre-sold by performance and angler accept- 
ance. Like sporting goods dealers everywhere, 
you'll like the store traffic the PENN Reel line 


builds and the extra sales that result. 


The popular PENN Sena- 
tor—used in making 


See your authorized PENN jobber about * : i rete sue Senne 
the 1960 PENN line. 


PENN FISHING TACKLE MFG. CO. 


3028 W. HUNTING PARK AVE. «¢ PHILADELPHIA 32, PENNA. 
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Cou-O-Mat 


MOST BEAUTIFUL 
CAN OPENER 
MADE 


PORTABLE 


ELECTRIC | 
CAN 
OPENER 


en. 


: i ~,* Ee 
\. Rival ) RIVAL: MANUFACTURING CO 


ee: Kansas City 29. Missouri 


Want more facts? Circle 157, p. 59 








Safety Plug Lock 


NEW ELECTRICAL 
SAFETY DEVICE 
PREVENTS COSTLY 
DAMAGE! 


Protects children 
from possible 
harm. Eliminates 
accidental discon- 
necting of refrig- 
erator, freezer 
(and consequent 
food spoilage), 
appliances, any 
electrical apparatus that plugs in. Locks 
plug into outlet, keeps it secure. Prevents 
Shorts due to partial contact. Installs 
easily in a moment, adjusts for any size 
plug. Best insurance you can get. Fer 
homes, offices, stores, factories. Buy one 
for ‘each outlet. Dealer inquiries invited. 


Write for name of 
nearest local distributor. 


SAFETY PLUG-LOCK CORP. 
1270 Broadway 
New York I, N.Y. 
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Group Meetings, Sept. 26-Oct. 13, 
and Merchandise Fair, Jan. 30-31, 
1961, at company offices, 41 Termi- 
nal Way, Pittsburgh. 


Beck & Gregg Hardware Co., Annual 
Fall Merchandise Show, Sept. 4-7, 
at company offices, 217 Luckie St., 
Atlanta, Ga. 


Bigelow & Dowse Co., Fall Merchan- 
dise Show, Sept. 11-12, at company 
offices, Needham Heights, Mass. 


Franklin Hardware & Supply Co., An- 
nual Convention and Stockholders’ 
Meeting, Sept. 19, at company 
warehouse, 863 Easton Rd., War- 
rington, Pa. 


Hardware Wholesalers, Inc., Annual 
Convention and Merchandise Show, 
Oct. 30-Nov. 1, at company offices, 
Nelson Rd., Fort Wayne, Ind. 


Joint Industrial-Dealer Exposition, 
Sponsored by Herr & Co., Reilly 
Bros. & Raub, and Steinman Hard- 
ware Co., Lancaster, Pa. Industrial 
Show, Sept. 15-17. Dealer Show, 
Sept. 20-22. Both shows held at 
Guernsey Sales Pavilion, Lincoln 
Hwy., east of Lancaster, Pa. 


Materials Handling Clinic, Sept. 13- 
14, at Ellis Auditorium, Memphis, 
Tenn. Sponsored by The Young 


(Continued ) 


Rebels of Southern Wholesale 


Hardware Assn. 


Mid-America Lawn, Garden & Out- 
door Living Trade Show, Chicago, 
Nov. 13-15. Navy Pier, Chicago. 
Frank Yeager, 331 Madison Ave., 
New York 17, managing director. 


Mid-West Hardware & Housewares 
Show, Oct. 23-25, at Navy Pier, 
Chicago. 


Oklahoma Hardware Co., Fall Mer- 
chandise Market, Aug. 21-22, at 
Huckins Hotel, Oklahoma City, 
Okla. 


Peden Iron & Steel Co., Houston, 
Merchandise Exhibit for Dealers, 
Aug. 21-22, at Rice Hotel, Houston. 


The Sabine Supply Co., Fall Show, 
Sept. 11, at company offices, Orange, 
Tex. 


W. A. L. Thompson Hardware Co., 
Topeka, Kan., Fall Dealer Show, 
Aug. 27-28, at Kansas National 
Guard Armory, Topeka, Kan. 


J. A. Williams Co., Pittsburgh, Mer- 
chandise Fair, Aug. 28-31, at Syria 
Mosque, Pittsburgh. 


M. S. Young & Co., Allentown, Fall 
Market, Oct. 25-26, at New Agri- 
cultural Hall, Allentown Fair- 
grounds, Allentown, Pa. 





‘““Book”’ displays show 


variety, save on space 


Fred McCormick, owner of High- 
land Hardware, National City, 
Calif., has made good use of a 
small amount of space to push high 
profit wall items for the home. 

Displaying any group of items 
always creates problems of space, 
accessibility and attractiveness. 

Mr. McCormick feels that he has 
never found a more satisfactory 
way to display decorative items 
than to place them on perforated 
board leaves that are secured to 
the wall by large brackets. 

This type of fixture is not new 
and can be purchased, as Mr. Mc- 
Cormick purchased his, from any 
one of several suppliers. Or, it is 
easy to build. 

However, the effect of having 
wall items placed in a manner that 
allows them to be seen from any 
section of the store, and the novelty 
of seeing a “book” of items for 
purchase creates many new sales. 


“Not only is this a great space 
saver,’ says Mr. McCormick, “but 
the impact this unit has had on the 
sale of these items makes it clear 
that this display is perfectly suited 
to maintaining a high volume of 
these items.” 





Get nolling! 


ee» WITH ELMER'S WONDERFUL WORLD 
OF GLUE PROFITS 


RDER 12 
NOW- 
BUT PAY 
FOR ONLY 
I! 


Take advantage of this make- 





more-money special. This 


extra-profit opportunity is for 
a limited time only—dealer 
dates August 22 to September 
24. This very special deal applies 
to 3 sizes of Elmer’s Glue-All— 


144-ounce, 4-ounce and 8-ounce 
bottles. Place your order pronto! 
IF IT’S 


bordens 


IT’S GOT TO BE GOOD! 





THE BORDEN COMPANY 
Dept. HA-80 
350 Madison Ave., New York 17, N. Y. 


[Cj Please send me some Paper Fun Bookiets right away. 
[) Please send information on Elmer's Giue-All. 


WONDERFUL NEW BOOKLET 
HELPS YOU SELL MORE GLUE! 


Brand-new—Elmer’s Wonderful Worid of 
Paper Fun booklet. Tells all about fun-full 
paper projects in 14 gayly illustrated pages. 
Designed to help boost your sales of 

Elmer's Giue-All, it is being offered free in 
consumer ads in leading national magazines. 
A small supply comes with each 

display tray of 4-ounce and 8-ounce 

Giue-All. You can get some to hand out 

right now by mailing the coupon. 


Name 





Store 





Street 
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How's the Hardware Business? 





Retail hardware store sales continue to gain. 
May sales above April, and May a year ago. 


The monthly upward trend of 
hardware store sales increases con- 
tinued in May. 

May retail hardware sales were 
the highest on record for the 
month. It was also the fifth con- 
secutive month this year when 
sales topped sales for the previous 
month and like month a year be- 
fore. 

Sales at 274 million were up $11 
million, or 4.18 percent, from May 
1959. 

For the first five months this 
year sales totaled $1,092 million. 
This was $50 million or 4.79 per- 
cent higher than in the like period 
of 1959, and $107 million or 10.86 
percent more than in the com- 
parable period of 1958. 

Here are the U. S. Commerce 
Dept. estimates of retail hardware 





Fall circular, toy book 
available from Belknap 


Belknap Hardware & Mfg. Co., 
wholesaler at Louisville, is making 
available to dealers its Fall Festi- 


FLASMAIGHT SaTT ERs 
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val circular and its Santa’s Toy 
Book. 

The fall circular is printed on 
eight pages in two colors, and is 
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Consumer Mailers 


New Wholesalers’ Aids for Dealers’ Use 


store sales for the last three years: 


(Millions of Dollars) 


1960 1959 

January ... 175 174 
February .. 178 167 
ee 201 193 
264 245 

274 263 





Five-Month 
Total. . $1,092 $1,042 


September 
October 
November .. 
December... 





$2,751 $2,653 








available to dealers for use in Au- 
gust, September and October. 


About 125 hardware and house- 
wares specials are featured along 
with four coupon specials. Store 
kits with banners, pennants, and 
price cards are also available. 

Santa’s Toy Book is printed on 
24 pages in four colors. More than 
170 toy items and seven coupon 
specials are featured. Space is re- 
served on the front cover for deal- 
er’s imprint. 


Liberty offers 8-page 
Fall Bargains circular 
Eighteen wholesalers, members 
of Liberty Distributors, Philadel- 
phia, are offering a four-color Fall 
3argains circular for promotion 
during September and October. 
The circular is printed on eight 
(Continued on page 110) 


industrial supplies, 
machinery orders rise 








I 
| Industrial Supplies & Machinery | | 
_| New Order Index—July 1948-100 


Seasonally Adjusted 
Source: American Supply & Machinery Mfrs. Assn. 
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New orders for industrial sup- 
plies and machinery in May moved 
upward for the first time in three 
months, according to the American 
Supply & Machinery Manufactur- 
ers’ Assn. 

The new order index in May rose 
to 196 (July 1948 — 100). This was 
two points or 1 percent higher 
than in the previous month. 

In April, the index hit the lowest 
mark in 15 months after ranging 
between 202 and 198 since Novem- 
ber. The high, 221, was set in Jan- 
uary 1957, and matched in 1959. 


Farm pump shipments 
up 19 percent in May 


May factory shipments of domes- 
tic water systems totaled 67,798 
units. This was 19 percent above 
the 56,867 units shipped in the pre- 
vious month, according to The Com- 
merce Dept. 

Of the domestic water systems 
shipped in May, deep-well systems 
accounted for 11,976 units; shal- 
low-well systems amounted to 24,- 
859 units; convertible jets, 22,073 
units; and submersible pump sys- 
tems, 8,890 units. 


Thick catalog mailed 
by Montgomery Ward 


The biggest catalog since 1949 
has been mailed to more than 6 
million customers by Montgomery 
Ward & Co. 

This fall and winter catalog has 
nearly 1200 pages, features 100,000 
items. Some prices are higher, 
some lower. There is no clear cut 
trend to higher or lower prices. 





aeememenmes =A NEW, LARGE SALES VOLUME ITEM 


MARKET FOR 


imate eariae €6©6AT AN UNBELIEVEABLE LOW PRICE! 
IDEAL FOR THE VERSA-FRAME : 


A STURDY 
HOME 
WORKBENCH 


HEIGHT TO TOP 33'2”’ 
MINIMUM TOP & SHELF 
SIZE 24° x 48” 





AS A UTILITY 
TABLE 

IN CHILDRENS’ 
ROOM 
IN PLAY ROOM 
IN KITCHENS 
IN RECREATION 
ROOM OR PATIO 


Oe 
PS 
<5 4 








AS PACKING OR 
REFERENCE | 


TABLES 
IN OFFICES 
IN LABORATORY 
IN SCHOOL ly 
IN SHOP | 


sae 
SE 








AS A SERVICE 
TABLE & ZxZZ 
IN SCHOOLS | gtztz:-‘t 
IN GREENHOUSES [iiiAdetelieiiibedall “= IVS EXCLUSIVE 
A 'A TON NO SLIP 


LOAD ORs (0]-)-18 = 
REG. U.S: PAT. OFFICE 


cmc | VERSATILE, STRONG 
AND ATTRACTIVE 


VERSA-FRAME is ideal for a sturdy metal work bench frame. It has dozens 
and dozens of other uses as a versatile utility table in homes, offices, 
shops, or service areas. 








Top and shelf, purchased separately by the user, may be low-cost lumber 
or plywood, or attractive hard-surfaced materials depending on the ulti- 
mate use of the bench or table. The frame provides for easy top attachment. 


TOTAL WEIGHT 19 LBS. VERSA-FRAME is attractively finished to blend with existing color schemes 
16-GAUGE STEEL or can be easily re-painted if desired. Base plates on each leg are drilled 
arene Seeeree Soe for permanent instailation where required. Nice h for the h it i 
HELPS SELL ITSELF! P . ee ee ee 


PACKAGE SIZE—21%a’’x 3%’"x 47” sturdy enough for the shop or other rugged use. 


FOR EASY STOCK HANDLING VERSA- FRAME IS A QUALITY PRODUCT PRICED FOR QUANTITY SALES VOLUME. 


AND STORAGE 


DISTRIBUTORS... soci ADJUSTA-POST 


COLUMNS 


stanoaro MANUFACTURING CO. 
WRITE FOR DETAILS Bait AKRON: 7. OHIO 


eee 











LAMP POSTS 


ANCHOR BOLTS « CLOTHES LINE POSTS *« VERSA-FRAMES 
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New Wholesalers’ Aids 
(Continued from page 108) 





pages in four colors, and is tabloid 
size. All items featured are stock 
merchandise so dealers’ invest- 
ments in sale merchandise can be 
kept to a minimum. Three coupon 
specials are used as traffic builders. 

Items featured include hardware, 
tools, housewares, sporting goods, 
lawn and garden items, and plumb- 


ing and electrical equipment. A 
200-piece store trim kit is also 
available. 

The following wholesalers are of- 
fering the circular: 

Albany Hardware & Iron Com- 
pany, Albany, N. Y.; Billings Hard- 
ware Company, Billings, Mont.; 
Farwell, Ozmun, Kirk & Company, 
St. Paul, Minn.; House-Hasson 
Hardware Company, Knoxville, 
Tenn.; Hunt & Mottet Company, 
Tacoma, Wash.; Morley Brothers, 
Saginaw, Mich.; Ohio Valley Hard- 








BERKELEY 


SPACE: 


puts you in business with 
this tested, selling display 


Handsome, 
self-service 
chrome 
merchandiser 

is yours 

without charge 
with fast-moving 
assortment of 
triple plate chrome 
CLOSET 
ACCESSORIES. 





ot of the Press! 


New catalogue... 
yours for the asking. 


-PANDERS 





YES ... NOW IT’S TESTED! Stores everywhere are casni- 
ing in on sparkling, certified chrome closet accessories 
that practically sell themselves right off this hard work- 
ing self-selling 2-sided display. Cash in on national 
SPACE-X-PANDER advertising. You make your full mark- 
up. Ask your Berkeley representative, or write, wire, 
phone for details on DISPLAY ASSORTMENT No. 100. 


Another fine product... by 


BERKELEY INDUSTRIES, ‘DIVISION OF EKCO PRODUCTS CO., NEW YORK 1, N. Y. 
Want more facts? Circle 161, p. 59 
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TRUST WORTH 
STE TAPE 


sor. "S99 


PRINTING S EASIER 
WITH A ROLLER 








99. 
Always Look For The Trustucs rthy Label To Seve! 


ware Company, Inc., Evansville, 
Ind.; Schlatter Hardware Company, 
Inc., Ft. Wayne, Ind.; The Emery 
Waterhouse Company, Portland, 
Me.; Amarillo Hardware Company, 
Amarillo, Texas; Bluefield Hard- 
ware Company, Bluefield, W. Va.; 
Harper & McIntire Company, Ot- 
tumwa, lowa; Huey & Philp Com- 
pany, Dallas, Texas; Momsen Dun- 
negan Ryan Company, El! Paso, 
Texas; Morley Murphy Company, 
Green Bay, Wis.; Rice & Miller 
Company, Bangor, Maine; Supplee- 
Biddle-Steltz Company, Philadel- 
phia and Wyeth Company, St. Jo- 
seph, Mo. 


Val-Test group dealers 
have 2 holiday mailers 


Two mailers will be available to 
Val-Test dealers to promote Christ- 
mas traffic this fall. 

“Parade of Holiday Values,” a 
four-page, four-color broadside 
will be available for circulation in 
October and November. 

Fifty-seven items with coupon 
items on each page are included. 

Another broadside, “Book of 
Gifts,” will be available for 
Christmas circulation. 

Val-Test group, a division of 
Meyer Merchandising Service, Inc., 
consists of 30 non-competing 
wholesalers who provide dealers 
with six major and 12 minor pro- 
motions each year. 

Circulation of Christmas gift 
mailers will be one million. 

(Continued on page 112) 





HERE IS SOMETHING YOU OUGHT TO BE SELLING 


The world’s most wanted portable type- 
writer brand is now selling at a new, cus- 
tomer-creating $49.95 plus-tax price with 
a solid, protected profit to you. This is 
something you ought to be selling. 


The Market: there are 8,580,000 families 
in the U. S. who have been wanting a 
portable for schoolwork and family use 
but who have not bought because of 
price. Now, finally, here is a typewriter at 
a price these people can afford. 

It is the famous Royalite Portable by 
Royal—the most wanted brand in 
portables. 


The new low price is made possible by 
greatly increased production. Even compa- 
rable models of unknown makes cost more. 


This price features a good solid mark- 
up for you—and it 1s a protected markup. 


This is no stab in the dark for you. It is 
a fully-tested, fully-proven program. We 
tested it in the cities of New Haven, Conn., 
and Grand Rapids, Mich., for the two- 
month period of Dec. ‘59 and Jan. 60. 


The results: the average retailer sold 8 
to 10 times the number of machines in this 
2-month period that he had sold during the 
entire previous year. 

New dealers, who had never sold type- 
writers, reported unusual success. We have 
a statistics booklet which explains exactly 
what happened when the Royalite blitzed 
into these cities. For a free copy, drop us 
a card with your name and address. 

What it all adds up to is this: with a 
very small inventory investment, you'll get 
your machines and full display and pro- 
motion materials. And for no investment 
you will get all the benefit of big Royal 





national advertising which announces this 
machine at this new price to the public— 
in a series of full-color, full-pages in a 
leading national magazine. 


Doesn’t this make sense? Right now is 
the time for you to get in on a brand new 
market. For right now is the very begin- 
ning of this new low-price, back-to-school 
Royalite program. Send the coupon below. 





Se @ael_ aee@gn & & & & 
owe Bee, By Bee: Bog ee 

Pi e4e soe Boe ee ek Bs 

Pez exec ev eo Ru e~ ee ee 


This is a picture 
that’s appearing in 
national advertising. 


If you want more information—or if you 
want a salesman to call—please indicate in 
space provided. Better yet, phone or wire 
us at Royal McBee Corp., Appliance Div., 
Westchester Ave., Port Chester. N. Y. 


Appliance Division, Royal McBee Corp., D 
Westchester Ave., Port Chester, New York. 


L] Please send me full information on the Royal Rovalite 
new low-price program. 


[] Have a Royal Portable District Representative call. 


Name A Sa no 





Address 





City State 
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Newspaper ads promote 
S & 9 dealer mailers 


A Mid Summer Sale mailer mer- 
chandised through newspaper ad- 
vertising is being used by S & Q 
Hardware Stores division of Janney 
Semple Hill & Co., Hopkins, Minn., 
wholesaler. 

Each dealer runs a 60 in. co-op 


newspaper ad in his local newspaper 
in conjunction with this tabloid. 

The mailer is an 8-page, offset 
tabloid, in color. Merchandise fea- 
tured is outdoor living lines, lawn 
and garden tools, chemicals, house- 
wares, paint, hand tools, traffic ap- 
pliances. 

Dealers in 22 states are using 
the Mid Summer Sale mailer. Cir- 
culation exceeds a million copies. 

The merchandising of the mailer 
is part of the program started early 
this year. Ad mats are mailed di- 








the NAME 
Is 


make it your BUY word 


Just what “do-it-yourself” 


buyers want — 
in quality 


in price, 


~~ € I WESSEL hard- 
in packaging ! ware is true pro- 


fessional quality 


Beautifully finished, high quality , 
HARDWARE CONVENIENCES 


Saat -senvics P peices 1 Te or" we ve rou ereesst val avee 
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hardware that’s taal and packaged 
to win the choice of home owners! 
It’s convenient, it’s fun, it’s thrifty 
to select WESSEL hardware special- 
ties from the WESSEL display rack 
that is yours FREE with an +8801 
assortment. Or show WESSEL hard- 
ware in open bins; the wide selection 
of WESSEL skinpak cards encour- 
ages impulse buying, speeds turn- 
over, increases profits. Remember... 
the NAME is WESSEL; make it 
your BUY word! 


WESSEL HARDWARE CORPORATION 


919-931 N. 5th St., Philadelphia 23, Pa. 
In Canada: Geo. S. Hall Co., 25 Grenvilla St., Toronto 1 
Export: Hall & Reis, Inc., 165 Broadway, New York 6 


p. 59 
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rect to the local newspaper. Dealers 
are informed that the mats are out, 
and what items are promoted, so 
they can stock their stores. The ad- 
vertisement tie-in is to create extra 
traffic pulling power for the mail- 
ers. 


Store trim kits add 
to mail promotions 


If you want your mailers to 
work harder stirring up sales and 
profits, use the in-store trim kits 
that go with the promotions. 

That is the suggestion of Col. 
Robert H. Baker, president of 
Fones Brothers Hardware Co., 
101-year-old wholesaler in Little 
Rock, Ark. 

“The use of window streamers, 
proper display of featured items, 
special price cards, and other in- 
store trim materials spell the dif- 
ference between getting just good 
results and getting superior sales 
results,” Colonel Baker points out. 

“It is this material that creates 
the sales excitement and that stim- 
ulates the buying mood of cus- 
tomers.” 

Fones Bros. Hardware has a 
planned promotion program for its 
dealers. Four newspaper size 
broadsides, in color, are available 
each year, one for each season, 
plus spring and Christmas cata- 
logs. 

“The hardware dealer has to have 
more traffic to sell more merchan- 


(Continued on page 115) 














at the 15th Annual 


NATIONAL HARDWARE 
lpn nanptoiclie 


Set your sights on profits offered by more than Corral first-hand information about thousands of 
1,000 manufacturers of hardware, housewares products new in design or concept. Round up 
and allied items ... lawn, garden and outdoor everything you need to know about prices and 
living products. packages and promotions. 


Don’t let your competitors get the drop on you. Fill out and mail the coupon for your free badge 
Plan now to draw a bead on “what’s new” at of admission. 

the most complete and diversified trade show 

in America. 


iit ia eee 


NATIONAL HARDWARE SHOW 
I Suite 1103, 231 Madison Ave., New York 17, N.Y. 
NA I IONAL Please check below if you wish us to make hotel reservations for you. 
(Please Print) 
NAME TITLE 
HARDWARE SHOW | in 


| STREET 
OCTOBER 10-14 ger STATE 


. id Please check below the classification of your business. 
at the Coliseum * Baye \ / Wholesaler | Retailer __| Dept. & Chain Store Buyer 
Sell Importer-Exporter (| Mfgrs’ Agent [| Manufacturer [ ] Other 


in New York City ‘ _| Please send us your hotel reservation blank. 


Minors under 18 yrs. of age will not be admitted under any circumstances. | 
Oe ee ee 


Want more facts? Circle 164, p. 59 
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New 


BETHLEHEM 


RING-LOK and GRIP-SCREW 


They hold like screws 


Here are two new nails to help build up your profits. They 
are Bethlehem Grip-Screw Nails and Bethlehem Ring-Lok 
Nails. Both pack terrific holding power . . . and are easy 
to drive. 

Ring-Lok Nails have exceptional holding power because 
of the rings on the shank which act like barbs. 

Grip-Screw Nails have a threaded-type shank that actually 
cuts into the wood like a screw. 
FEWER NAILS NEEDED ON JOB 

With Grip-Screw and Ring-Lok Nails, there is less tend- 


ency toward splitting or loosening, less ‘““working up.’”’ Jobs 
move along faster because fewer nails are needed. 


for Strength 
... Economy 
... Versatility 


BETHLEHEM STEEL (ji 


AVAILABLE IN MOST STYLES 

Both of these new nails are available in most of the popular 
styles including underlay, flooring, drywall and pallet, in 
easy to handle 50-lb cartons. 

When you stock and merchandise these nails, you'll 
find they move fast, with gratifying profits as the result. 
Demand for these nails is growing fast. Write us for further 
information on prices and promotional aids that will 
help you sell Grip-Screw and Ring-Lok Nails! 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


Export Distributor: Bethlehem Steel Export Corporation 


THEE 


M 


Want more facts? Circle 165, p. 59 
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Store trim kits add 
to mail promotions 


(Continued from page 112) 


dise,”’ Colonel Baker notes. 

“Many, many of the items car- 
ried by hardware stores, especially 
housewares, are sold on impulse. 
And it is on impulse purchases 
that the retailer must depend for 
plus volume and profits. 

“That’s why regular, planned 
promotions that constantly stimu- 
late store traffic and build up the 
hardware store as an important 
place to shop are so important to 
Fones Brothers and its customers.”’ 

Colonel Baker points out that 
planned promotions are a two-way 
street. 

“By offering our retailers regu- 
lar, pre-planned promotion pro- 
grams we are not only helping 
them to increase their business, 
but we increase our volume and 
profit at the same time,” he says. 


Promotions 


Manufacturers’ New 


Merchandising Plans 








Counter cover promoted 
in magazines and on TV 


This fall, Synthetic Fabrics, Inc., 
will start a national advertising 
campaign that will mean more 
traffic for you. 

Ads for Magic-Counter-Cover, 
the decorative self-adhering, scuff 
resistant top material, will begin 
in September issues of House 
Beautiful, Good Housekeeping, and 
Family Handyman. 

Magic-Counter-Cover will be fea- 
tured on the “Alcoa Presents” TV 
show, Sept. 20. 


Radio & TV to promote 
Westinghouse appliances 


Westinghouse will open the sell- 
ing season for small appliances 
with a radio and television com- 
mercial spectacular. 

Twelve TV commercials and nine 
radio commercials will promote 


Westinghouse portable appliances Master Mfg. Co., Cleveland, Ohio. 
on election night. Items being pro- With special No. 1 you can offer 
moted include the electric can- your customers the $3.95 model 
opener, vacuum cleaners, power DMB Wax-O-Matic Waxer and the 
mixer, buffet fry pan, coffee-mak- $1.98 model TAD Magnetic-Foam 
ers. roaster oven and steam iron. Broom, a $5.93 retail total value for 
$4.93. 
With special No. 2 you can offer 


Two promotional specials the waxer and a $2.49 deluxe model 


MEL Magnetic-Foam Broom, and 
offered by Master Mfg. a 59¢ plastic dustpan for $5.95 re- 


Two promotional specials on tail. Total value is $7.03. 
Wax-O-Matic Waxers and Magne- The offer expires September 30, 
tic-Foam Brooms are offered by 1960. 





COPPERHEAD the only Masonry 


Fastener line that 
offers you: 


GUARANTEED SALES! 
EXTRA HIGH PROFITS 
66% to 82% 


The Copperhead line is guaran- pra aceincttpeter na gpl ie 
teed to sell. If after 90 days you 
aren't completely satisfied with 
the sales results return all or any 
part of the remaining stock and 
you will be fully reimbursed. 


You can’ t lose. 


GUARANTEED 


eew r+ =e’ ee & * 26 ees © OF + ee Se Se ae) eee © ee 6 ee oe @ 
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THE ONLY COMPLETE MASONRY FASTENER DEPARTMENT— 
YOUR COST—ONLY $60.90 


Each of the 27 items in the Cop- 
perhead line is packaged in a 
blister or skin pack for self ser- 
vice. Every package is complete 
with screws, necessary tools and 
instructions. A real sales aid. 





























The entire Copperhead line may 
be displayed on an attractive, full 
color merchandiser. This mer- 
chandiser is FREE. It may be 
used as a counter or island dis- “Rana 
play—or panels detach and may Ss ep ois 


be hung on your wall or peg GUPMMAUS [i slals s slE aie 
, ». ie <t a. Th . i re 
Let this silent salesman take over “Qiegmeay 2 BABE 


your education and selling job. 








Sure I’m interested in the Copperhead Line. Send 
CHICAGO complete details. 


EXPANSION BOLT C@. Name 


Since 1890 —The originators of the 
expansion bolt Address 


City 
Jobber 




















1326 W. Concord Place, Chicago 12, ill. 
Want more facts? Circle 166, p. 59 
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wy) “A BIG WEAR-EVER DISPLAY 
ALWAYS CATCHES A WOMAN'S EYE” 


—SAYS MR. ROBERT DENSON, MANAGER OF VONNEGUT HARDWARE COMPANY'S 
TWIN-AIRE SHOPPING CENTER BRANCH STORE, INDIANAPOLIS, INDIANA 


"I can tell you in one word how I increased my share of Re 


% 
% 


Wear-Ever business. Display. A big display of a wide 
variety of utensils always catches a woman's eye. Almost 
invariably she sees something she can use and, bingo, you 
have another impulse sale. And at a good profit, too.” 
(Signed and notarized) 


QY...2U gi, 


7, 
O% 
Oe 


N 


qucetee 
* 


\¥ 
ail : 
ah 
> 


Why not put the most famous name in aluminum cookware to work for you? : “ 
7 5 $00 cn000% { 
nV DIP Le 


Nationally advertised for over 58 years, Wear-Ever’s complete line of fine y 
utensils and premium quality Hallite may well be your key to faster turnover “ogq4, raaggand™® 
—a more profitable department. Call your Wear-Ever supplier now, or write 

to: Wear-Ever Aluminum, Inc., Housewares Division, New Kensington, Pa. 


WEAR-EVER 


so Wear-ever alUmNum inc. = 


Want more facts? Circle 167, p. 59 
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Remington makes major 
shot gun shell change 


Remington Arms Co., Inc., Bridge- 
port, Conn., has leveled its market- 
ing sights on hunters who like to 
go out for game in all kinds of 
weather. The company is bidding 
for this market with a new weath- 
erproof shot gun shell. 

The big story of this weather- 

: _ 
, 


- 


y, 
See? 


A 24-hr soaking test dramatizes SP 
damp-proof qualities. SP’s can still 
be fired but the paper shells have 
swelled and won't go into a gun 
chamber. 








Write for complete details. 


proof shell is plastic and steel. The 
shell, called Premium Grade SP, 
has a strengthened high density 
polyethylene body and a copper and 
brass plated steel head with molded 
base wad. It is guaranteed to re- 
sist tough weather conditions and 
stay factory fresh for long periods. 
SP’s are a premium priced addi- 
tion to the Remington and Peters 
lines. 


Credit is new sales tool 
for Moto-Mower dealers 


Credit is being set up as a sales 
tool for Moto-Mower dealers, to 
sell power equipment to their cus- 
tomers and to stock their stores. 

Under the consumer credit plan 
announced by the company, a deal- 
er can sell a mower up to $300 re- 
tail for as little as $5 down. The 
instalment contract is open for 
add-on time payment sales. Dealers 
retain traffic through customers 
making payments in their stores. 
Credit losses and collection costs, 


if any, are shared equally by the 
dealer and the finance company. 

Under the stocking plan, a deal- 
er enters into basic agreements 
with the finance company, and can 
stock a full line of Moto-Mower 
products without tying up his 
funds. The dealer pays off the 
finance company on cash sales. The 
dealer, on instalment sales, sends 
the contract papers to the finance 
company, and the dealer’s liability 
for purchase from the distributor 
is canceled. 

Financing is handled by the 
Dura Finance Co., which like Moto- 
Mower is a subsidiary of the Dura 
Corp. 


Owens-Corning Screening 
has ten-year guarantee 


Owens-Corning Fiberglas Corp., 
Toledo, Ohio, is offering a ten year 
guarantee on its Fiberglas screen- 
ing. 

The guarantee is against dent- 
ing, shrinking, corroding and rust- 
ing and resultant sidewall strain. 





Mail coupon today! 


REFLECTOR HARDWARE CORP. 
NEW YORK OFFICE MAIN OFFICE, FACTORY PACIFIC COAST OFFICE 


AND SHOWROOM: 
225 W. 34th ST. 
NEW YORK 1, N.Y. 


AND SHOWROOM: 
1400 N. 25th AVE. 
MELROSE PARK, ILL. 


AND SHOWROOM: 
851 S. LOS ANGELES ST. 
LOS ANGELES 14, CALIF. 


Want more facts? Circle 168, p. 59 


POWER! 


gondola systems 


You'll stock more ... show more... 
sell more from rugged Spacemaster “800” 
gondola systems. Diamond-perforated 
metal shelves are easily adaptable for 
special sales and seasonal change-overs. 
Gondolas may be extended to any desired 
length. Heavy-duty slotted uprights. 


—— ae SE SEES ere emer 
REFLECTOR HARDWARE CORP. 
Dept. HA-8 
1400 NORTH 25th AVE. 
MELROSE PARK, ILL. 
Gentlemen: Please send me your 
CURRENT SPACEMASTER CATALOGS. 
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News About Dealers: Central Hardware 
To Open “Key”’ Store in Shopping Center 


St. Louis, Mo.—CENTRAL 
HARDWARE Co. has plans to 
open a new store, the first of 
many to come, on a 34 acre 
plot in St. Louis. It will be 
the key store of the shopping 
center and is expected to 
open in November. Central’s 
newest store will have 40,000 
sq ft of selling space on the 
main floor and a 5000 sq ft 


garden center. Total store 
area is 63,000 sq ft and it 
will have pick-up docks, air 
conditioning, an auditorium 
seating 150 people, 10 check- 
out lanes and takes up 9 
acres as an operation. 


Waukegan, [ll.—Bill Stau- 
ber held a recent grand open- 
(Continued on page 123) 


Materials Handling Clinic Includes Tours 
Of Two Wholesaler Warehouses in Memphis 


Inspection tours of two 
wholesale warehouses is part 
of the Materials Handling 
Clinic in Memphis Sept. 13 
and 14. 


The Clinic is sponsored by 
The Young Rebels of the 
Southern Wholesale Hard- 
ware Assn. to study ware- 
house problems. Members of 
the National Wholesale 
Hardware Assn. have been 
invited. 

The inspection tours will 
be at the Orgill Bros. and 
Stratton- Warren company 
warehouses on Sept. 12 from 
2 to 4 p. m. and also at 1.30 
p. m. on Sept. 14. 

A reception for early ar- 
rivals will be held at 7 p. m. 
Sept. 12 at the Claridge Ho- 
tel. This hotel is taking res- 
ervations and a block of 
rooms has been set aside for 
the Clinic. The Clinic will be 
in Ellis Auditorium. 


Topics for consideration 
on the opening day, Sept. 13, 
beginning at 9 a. m. are han- 
dling incoming merchandise, 
and at 1 p. m. storage prob- 
lems. The sessions adjourn 
at 5.30 p. m. A dinner will be 
held at the Claridge Hotel at 
6 p.m. Equipment displays 
at the auditorium will be 
open from 7 to 10 p.m. 


Topics for the second day, 
Sept. 14, beginning at 8.30 


a. m. are on labor relations 
and labeling. 


Luncheon will be served 
both noons at the auditorium. 


Clinton Engines Corp. 
Elects Suhr President 


Donald C. Suhr was elected 
president and chief operat- 
ing officer of Clinton Engines 
Corp., Clinton, Mich. 

Mr. Suhr joined Clinton 
on May 18 as executive vice- 
president of operations. (See 
HA, June 2, p. 118.) 


In another move, Clinton 
has named Robert W. Thill 
manager of replacement 
sales. Mr. Thill joined the 
firm as a territory sales 
manager in 1952 and has 
been manager of the eastern 
division since March. 


Want To Join? 


The 40 & Under Club of 
the American Hardware 
Manufacturers Assn. is cir- 
culating application blanks 
to prospective members. The 
club holds a breakfast meet- 
ing during the National and 
the Southern Conventions. 
Chairman of the member- 
ship committee is William H. 
Wenzel, H. Wenzel Tent & 
Duck Co., 2200 S. Henley 
Rd., St. Louis 17, Mo. 
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RUSSELL L. FLYNN 


Russell Flynn Elected 
Hubbard Vice-President 


Russell L. Flynn has been 
elected vice-president in 
charge of purchasing and 
merchandising at S. B. Hub- 
bard Co., Jacksonville, Fla., 
wholesaler. He has also been 
elected a director of the com- 
pany. 

Mr. Flynn joined Hubbard 
after an 11%-year associa- 
tion with Clarke Siviter Co., 
St. Petersburg, Fla., whole- 
saler. His most recent posi- 
tion was as manager of the 
purchasing department at 
Clarke Siviter. 

The veteran hardwareman 


True Temper Expands Hardware Sales Force; 


Establishes Four District Sales Managers 
New York; John W. Carpen- 


True Temper has estab- 
lished four district manager 
posts and has added three 
new men in a major expan- 
sion of its hardware division 
sales organization, accord- 
ing to R. R. Raymond, vice- 
president of sales, True Tem- 
per Corp., Cleveland. 

Harold A. Stevens, hard- 
ware sales manager, outlined 
the new district sales set up 
as follows: 

Eastern district—E. T. Mc- 
Glynn is manager. W. W. 
Sandstrom, formerly with 
Weed & Co., covers Me., 
N. H., Vt., Mass., R. I., Conn. 
and N. Y.; P. R. Bennett 


covers N. J. and metropolitan 


started his career in 1939 as 
a stock clerk for Supplee- 
Biddle-Steltz Co., Philadel- 
phia, where he later became 
a salesman for the Florida 
territory. 


Marketing Operation 
Reorganized by Ekco 


Ekco Products Co., 
cago, has streamlined the 
marketing functions of its 
housewares division by com- 
bining the Ekco-Flint and 
Ekco-Autoyre sales organi- 
zations. 

Ekco vice-president, 
Maurice B. Cossman, has 
been named general sales 
manager for both lines. He 
had been vice-president of 
sales for Ekco-Autoyre. 


Two assistant sales mana- 
gers will work with Mr. 
Cossman. They are: Rich- 
ard Fuchs, formerly Ekco- 
Flint field sales manager; 
and Robert Jacobs, formerly 
Ekeo-Autoyre field sales 
manager. 

In a further move, Ekco 
appointed five new regional 
sales managers to handle 


(Continued on page 124) 


Chi- 


ter covers Penna., southern 
N. Y., eastern Ohio, southern 
N. J., Del.; B. J. Emahiser 
covers Md., Wash. D. C., 
N. C., Va., W. Va., and Mar- 
ietta, Ohio. 

Central district — R. J. 
Morse is manager. FF. W. 
Stebbins covers Ind., Ky., 
Mich., Ohio except Marietta, 
and Cairo, Ill.; R. R. Glenn, 
formerly with the True Tem- 
per headquarters staff, cov- 
ers Ill., except Cairo, western 
Ind., upper Mich., Minn., 
Wis.; W. R. Wilmore covers 
Colo. (except Grand Junc- 
tion), Iowa, Neb., N. D., 

(Continued on page 120) 
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GORDON PATTERSON 


Yale & Towne Elects 
Patterson President 


Gordon Patterson has been 
elected president and a di- 
rector of Yale & Towne Mfg. 
Co., New York. He = suc- 
ceeds Gilbert W. Chapman, 
who has retired after 11 
years as president. 

Mr. Patterson had been 
president and a director of 
Square D Co., Detroit, since 
1955, until his election at 
Yale & Towne. He continues 
as a director of Square D 
and of National Malleable & 
Steel Castings Co., Cleve- 
land. 

The new president started 


his working career as a steel- 
worker for Republic Steel 
Corp., Youngstown, Ohio. 
His background also includes 
time as an officer of several 
subsidiaries of U. S. Steel 
Corp., an officer of Electric 
Controller & Mfg. Co., 
Cleveland, and six years 
with the Pittsburgh National 
Bank. 


Ben Franklin Stores 
In Big Expansion Plan 


More than 100 new Ben 
Franklin franchised variety 
stores will be opened this 
year as part of an overall 
expansion program of City 
Products Corp., Chicago 
supplier organization. Also 
50 new company-owned T G 
& Y stores and 7 new Scott 
stores will be opened by 
year’s end. 

One step in the program 
has been taken with the ad- 
dition of 19 Butler-Grimes 
stores, in Houston and 
Southeast Texas, to the Ben 
Franklin franchised group. 
The Ben Franklin group op- 
erates 2432 independent, lo- 
cally owned stores in 49 
states and Washington, D. C. 





Kraeuter in 100th Year; Started Business 
The Year Before Lincoln Became President 


Five generations of fathers 
and sons have used Kraeuter 
tools since the firm was 
founded in 1860. Kraeuter 
and Co., Inc., Newark, N. J., 
is currently observing its 
100th year of business. Inci- 
dently, the firm opened its 
doors the year before Lincoln 
became president. 

Products offered in the 
early years included, boot 
jacks, fleshing knives, wagon 
hoop shears, oyster knives 
and “Segar” box knives and 
trimmers. Ticket punches 
were the only item in the line 
that even vaguely resembled 
present day Kraeuter pliers. 

By 1910 a variety of pliers 
began to appear, and a com- 


plete line of pliers and other 
tools soon pushed the firm 
into prominence with the rise 
in horseless carriage needs. 
During World War I the 
firm supplied special wire 
cutting pliers for the Army. 

In 1921, Camille L. Gai- 
roard took charge of Kraeu- 
ter sales. And, in 1933 Mr. 
Gairoard purchased the 
company and Kroydon, a 
subsidiary firm famous for 
golf clubs. 

When Mr. Gairoard died 
in 1956, his daughter, Marie- 
Louise Gairoard, succeeded 
him as president. With the 
help of Bruce Briggs, execu- 
tive vice-president and other 

(Continued on page 124) 


Peden Iron & Steel Regroups Management, 


Sales and Other Operations Into Divisions 


A. G. PEDEN 


Peden Iron & Steel Co. has 
regrouped its management 
personnel, sales, purchasing 
and operations into com- 
pletely integrated divisions, 
according to George T. 
Morse, Jr., president and 
general manager of the 
Houston, Tex. wholesaler. 

Here is how the new divi- 


W. E. BLUMBERG 


R. A. FERGUSON, SR. 


sions and their management 
are organized. 

Wholesale Hardware Div.: 
Jack J. Caraway, formerly 
vice-president and dealer 
sales manager, has been 
named vice-president and 
manager. J. R. Moreland, 
manager of field sales; L. B. 

(Continued on page 122) 





Black & Decker Realigns Top Management; 
Black is Chief Officer, Decker President 


Top management has been 
realigned in a major move 
by Black & Decker Mfg. Co., 
Towson, Md. The action 
was taken to meet the added 
responsibilities of operating 
the firm and its 14 member 
companies. 

Under the new alignment, 
Robert D. Black, chairman 


of the board and president, 
will be chairman of the 
board and of the executive 
committee and a director. He 
will be the chief executive 
officer of the company. 

Mr. Black has been with 
the firm since 1917 when he 
joined as a screw machine 

(Continued on page 123) 
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“How to make more 
money” was the theme of the 
recent summer convention of 
dealers at the Our Own 
Hardware Co., dealer-owned 
wholesaler, Minneapolis. 

More time-pay selling, 
more promotions, and more 
flexible pricing of _ staple 
items were cited as keys to 
more profit to an attendance 
of 1400, representing the 
more than 600 Our Own 
stores. 

The three-day meeting was 
highlighted by merchandise 
exhibits. Fall lines, backing 
a record 40-page fall catalog, 
were displayed. Principal dis- 
plays were toys and gift- 
wares, and these were bought 
in quantities for fall ship- 
ment by cautiously optimistic 
dealers. 

Our Own President S. P. 
Duffy reported to stockhold- 
ers that sales were off slight- 
ly through the first half, but 
that operating efficiencies re- 
sulted in a very small decline 
in net profit. Mr. Duffy said 
that indicators pointed to im- 
provement in the second half 
of 1960. 

Vice-president W. J. Mont- 
roy told dealers to take a 
page out of Sears’ book and 
put more effort into time-pay 
selling. Mr. Montroy cited 
Sears’ elimination of 30-day 





True Temper Expands 
Hardware Sales Force 


(Continued from page 118) 
S. D., eastern Wyo.; D. B. 
McPherson covers Kans., Mo, 
Okla., and Fort Smith, Ark. 

Southern district — J. N. 
McGarvey is manager. G. E. 
Rabens covers Fla., Ga., S. C. 
and eastern Tenn.; Travis 
Dumas covers Ala., Ark. ex- 
cept Fort Smith and Tex- 


R. J. MORSE 


News of the Trade 


Our Own Dealers at Summer Meeting Hear 


Of Need for Credit Selling and Promotion 


Toy buyer Herb Fleck's attire set 
the mood for the meeting. 


credit accounts, in favor of 
“option” or revolving-type 
credit. A 1% percent per 
month service charge, he said, 
goes a long way towards 
boosting profits, in addition 
to the other obvious advan- 
tages of a time-pay plan. 

Time-pay is mentioned 
throughout the fall catalog 
for Our Own dealers. And 
the catalog runs to a record 
40-pages with nearly 350 
items. Dealers will receive 
kits containing forms for re- 
volving credit together with 
instructions for starting a 
credit plan. 





E. T. McGLYNN 
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Dates Announced For 
Wholesalers’ Shows 


Ace Hardware Corp., 
Chicago, Annual Con- 
vention and Exhibit, 
Jan. 15-17, at Conrad 
Hilton Hotel, Chicago. 


Allison Erwin Co., 
Hardware & House- 
wares Merchandise 
Show, Aug. 30 to Sept. 
1, at company’s dis- 
play rooms, 2920 N. 
Tryon St., Charlotte, 
N. C. 


Walter H. Allen Co., 
Inc., Dallas, Annual 
Stockholders’ Meeting 
and Merchandise Show, 
Aug. 29-30, at Baker 
Hotel, Dallas. 


American Hardware 
Supply Co., Merchan- 
dise Fair, Jan. 30-31, 
at company offices, 41 
Terminal Way, Pitts-. 
burgh. 


The Sabine Supply 
Co., Fall Show, Sept. 
11, at company offices, 
Orange, Texas. 


W. A. L. Thompson 
Hardware Co., To- 
peka, Kan., Fall Dealer 
Show, Aug. 27-28, at 
Kansas National Guard 
Armory, Topeka, Kan. 


Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are shown 
in the Convention Calendar 
on page 104. 











J. N. MeGARVEY 
arkana, western Fla., La., 
Miss., and western Tenn.; E. 
M. Luther covers Tex. (ex- 
cept El Paso) and Texar- 
kana. 

Western district — R. D. 
Wells is manager. C. E. Nie- 
dermeier, formerly with Sun- 
beam Corp., covers Grand 


Junction, Colo., Ida., Mont., 
Ore., Utah, Wash. and west- 
ern Wyo.; Norvell Chancel- 
lor covers Ariz., Calif., Ha- 
waii, Nev., N. M., El Paso, 
Tex. 


R. J. Baudhuin Elected 
President of Valspar 


Ralph J. Baudhuin has 
been elected president of 
Valspar Corp., Ardmore, Pa. 
He is president and one of 
the co-founders of Rockcote 
Paint Co., Rockford, Il. 

Mr. Baudhuin, and his 


| 4 so 
RALPH J. BAUDHUIN 


brother, F. J. Baudhuin, exe- 
cutive vice-president of 
Rockcote, were elected to the 
Valspar board of directors. 


Pecora Appoints Bole 
General Sales Manager 


William Bole has been ap- 
pointed general sales mana- 
ger of Pecora, Inc. of Phila- 
delphia and Garland, Tex. 

Mr. Bole joined Pecora 
six and a half years ago as 
a sales representative and 
later became branch mana- 
ger of the Garland plant. 


William B. Ruxlow, the newly ap- 
pointed head of the catalog de- 
partment at Oklahoma Hard- 


wore Co., Oklahoma City 
wholesaler (see HA, July 14, p. 
94). 





LOCK iN ANY LEErIOM, 
— Ve 


od 


ASK YOUR DEALER 
FOR A DEMONSTRATION 


$1495 complete with removable serrated jaws | sis wer 


States & West 


At your tool suppliers, or write VERSA-VISE, Dept. 553, ORRVILLE, OHIO 
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HERE'S A SPRAY PAINT eon tue rinst nine 
SELLING AID IN THE SPRAY PAINT 


INDUSTRY 


TO MANG a giant replica of the Plasti-Kote 
ye 


can that comes filled with every 
selling aid you need to build 
profitable spray paint volume 
and, on top of that, becomes a 
spectacular counter or window 
display (you can even hang it 
from the rafters). Use this cou- 
pon now. 


4 Send for Yours Today! 


Plasti-Kote, Inc., Dept. 
i 9801 Harvard Avenue, , 5, Ohio § 


B Gentlemen: Ship me your giant new advertising i 
§ kit for promoting spray paint sales. 











B Name 





COMPANY 





§ ADDRESS 


> 9/ 6 i] c ay Be a ae 
New A DVERTISIN 8 civ ZONE__STATE 


an on os Ge oe oe oe oe oe oe oe oe oe os ell 


Want more facts? Circle 170, p. 59 
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Available Now! 


NEW — AUTHORITATIVE — COMPLETE 
HARDWARE AGE 


BUILDERS HARDWARE 
HANDBOOK 


by Adon H. Brownell, A. H. C. 


All the basic facts about Builders’ Hardware presented in 
simple, easy to understand language. 


Detailed descriptions of functions—applications—specifi- 


cations and estimating. 
34 — 


A time saving, profit making reference for 


234 pages 
385 illustrations 
8/2"x 11" clothbound 


Architects *- Hardwaremen ° 
Students ° 


Teachers 
Contractors 


Skillfully organized and easy to understand, this exclusive 
handbook provides the information necessary to operate 
a basic builders’ hardware business at a profit. Not since 
the publication of "Taking the Mystery Out of Builders’ 
Hardware" by Mr. Brownell, in 1940, has there been made 
available in one source so much practical down-to-earth 
information about the builders’ hardware business. 


Recommended by 
National Builders’ Hardware Association 
and the American Society of 
Architectural Hardware Consultants 


Mail This Coupon Today 





Pleas d 
Hardware Age, Dept. Al Ae puiLhees’ 
56th & Chestnut Sts. BOOK by 
Philadelphia 39, Pa. 


.. copies of HARDWARE 
HARDWARE WHAND- 
Adon H. Brownell, A.H.C. 
will send payment upon receipt of the 
invoice in the amount of $8.00 per copy, 
plus 45 cents handling and postage. 


Name 


Address 
City 


Check here if sending payment with order 
handling and postage charge. 


State 


, saving you the~ 45 cents 


Zone 
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@ Desmond Bros., 
sistant sales manager to director of sales for states west 
| of the Mississippi. 

















News of the Trade 


brief reports of 


MANUFACTURERS SALESMEN 


@ Stanley Electric Tools Div., Stanley Works, New Brit- 
ain, Conn.—Three representatives have been named district 
managers. Robert A. Upson now heads western Montana, 
southern Idaho, Oregon and southwestern Washington. 


| William F. Lawton manages Minnesota, North Dakota and 


South Dakota. And, Herbert J. Heller is manager of the 
New York City area. 


@ Clarke Floor Machine Co., Muskegon, Mich.—Richard 


_W. Amos from Chicago representative to Atlanta divi- 
| sional manager. 
| visional manager in the newly created Baltimore division. 


| @ Yale & Towne Mfg. Co., White Plains, N. Y.—Henry W. 


He replaces C. Carroll Allen, who is di- 


Balsinger, from contract hardware specialist in California 
and Arizona to the same post in Hawaii for the Yale lock 
and hardware division. 


Los Angeles—Gene Copeland from as- 


@ O. Ames Co., Parkersburg, W. Va.—Richard W. Frankel 


| from tool division representative to district sales manager 


for the Middle Atlantic with headquarters in Pittsburgh. 


@ Ridge Tool Co., Elyria, Ohio—Clark A. Milnikel, for- 
merly with E. I. DuPont de Nemours & Co., to special 


' sales promotion man covering the midwest. 


| @ Clayton & Lambert Mfg. Co., Louisville, Ky.—Edward 
_E. Kidwell from the purchasing department to sales cover- 
_ing Texas and Oklahoma. 


@ Winfield Brooks Co., Inc., Woburn, Mass.—Dick Irwin 
to Ohio and Indiana for TM-4, TM-3 and Stat items. 





news in brief of 


MANUFACTURERS’ AGENTS 


@ Arnold G. Isaacson, San Mateo, Calif.—Arnold G. Isaac- 
son has opened his own agency to cover northern Califor- 
nia, Washington and Oregon for the Rid-Jid line of J. R. 
Clark Co., Reading, Pa. Mr. Isaacson was sales manager for 
Clark and had been with the firm for six years. 


@ Hamilton-Skotch Corp., New York—New York State 
except metropolitan New York to W. S. Owen Co., Syra- 
cuse; Missouri, Nebraska and Iowa to L. S. Gershon & Son, 
Kansas City, Mo. 


@ Detecto Scales Inc., Brooklyn, N. Y.—Colorado, Utah, 
New Mexico, Montana and part of Idaho to Archibald & 
Millie, Boulder, Colo.; Ohio to Myers & Co. 


|@V.S. Nevius Co., Atlanta, Ga., representative, has named 


Dick Overy Florida representative. 


Mr. Overy was with 
Yard-Man, Inc., 


as southern district manager. 


@ Eric F. Chemnitz Co., Los Angeles—Edward T. Farrell 
has joined the agency to cover the Los Angeles area. He 
had been assistant ad manager at Gough Industries, Inc. 


@ David F. Tonnies Co., St. Louis, has named Robert M. 
Sterling to cover St. Louis and southern Illinois. 


@ Central Screw Co., Chicago, I1l—Utah, Wyoming, Colo- 


| rado, Montana, Idaho to C. W. Stone Co., Salt Lake City. 


| @ H. Pfanstiel Hardware Co., Inc., New York—New Eng- 
_land to Architectural Sales Co., Worcester, Mass. 


| @ Dille & McGuire Mfg. 
| western states to Lippincott Co., San Francisco. 


Co., Richmond, Ind. — Eleven 








ROBERT D. BLACK 


Black & Decker Makes 
Executive Changes 


(Continued from page 119) 

operator. He later moved 
into sales and became a di- 
rector in 1940. He became a 
vice-president in 1951. In 
1956 he was elected presi- 
dent and chairman of the 
board. 

Alonzo G. Decker, =Jr., 
former executive vice-presi- 
dent, has been elected presi- 
dent. He continues as a di- 
rector. Mr. Decker joined 
the firm in 1930 as an en- 
gineer and, after’ several 
moves, was elected executive 
vice-president in 1956. 

A third change at Black & 
Decker is the election of 
W. Griffin Morrel as execu- 
tive vice-president. Mr. Mor- 


News of the Trade 





ALONZO G. DECKER, JR. 


W. GRIFFIN MORRELL 

rel was vice-president and a 
director of the Chesapeake 
and Potomac Telephone Co. 
of Maryland and has been a 
director of Black & Decker 
since 1957. He will continue 
as a director of both firms. 





Peden Iron & Steel 
Regroups Management 
(Continued from page 119) 


Gambrell, manager of pur- 
chases; and Keith McDon- 
ald, manager of the order 
service department. 
Industrial Div.: W. E. 
Blumberg, formerly vice- 
president and industrial 
sales manager, is now vice- 
president and manager. John 
W. Clark, manager of field 
sales; T. G. White, manager 
of purchases; F. H. Roberts, 
manager steel department; 
W. C. Norris, manager order 
service department; L. L. 
Gregory, manager city sales; 
W. L. McConnell, manager 
builders’ hardware. 
Operation Div.: <A. G. 
Peden, vice-president and 
treasurer, will assume _ re- 
sponsibility for office proce- 
dures, sales promotion, ad- 
vertising, credits and ac- 
counting. Personnel in the 
operation division are: J. D. 
Bryan, sales promotion, E. 
E. Johnson, secretary and 
credit manager; and B. O. 


Willard, office manager. 
Warehouse and _ traffic: 
R. A. Ferguson, Sr., former- 
ly vice-president and pur- 
chasing agent, is now vice- 
president of warehouse and 
traffic. Personnel are: P. D. 
Barziza, manager of traffic 
department and R. C. Good- 
son, warehouse manager. 
Mr. Morse will carry full 
responsibility for the entire 
operation with the assistance 
of W. H. Leslie, executive 
vice-president. 


News About Dealers: 





(Continued from page 118) 
ing for his new store down- 
town. The building is a new 
65 x 125 ft fireproof struc- 
ture with two floors and 
warehouse. The opening com- 
memorates’ Bill Stauber’s 
25th year as an Ace dealer. 


Glendive, Mont.—MIDLAND 
CoAL & LUMBER Co. an- 
nounced its affiliation with 
S&Q Hardware Stores by 
holding a grand opening sale. 





AMPSCO? 


Setting 
Sales 
Records 
the First 


Night-Flying Insect Trap = 


Customers like the new convenience of a night- 
flying insect trap that needs no cleaning; that 
operates for 30 full nights at a current cost of 
less than $1.00; that disposes of insects in a plas- 
tic bag. That’s Spinsect — a revolutionary prin- 
ciple in insect trapping — that builds an 
imaginary screen around your customer’s picnic, 
pool, or patio area. 


Full discounts to jobbers and retailers, display 
material, and national advertising in Popular 
Mechanics, House Beautiful, and LIVING for 
Young Homemakers have made Spinsect a hot- 
seller in hardware stores and garden supply cen- 
ters. Write for full details today. 


See our exhibit at the 
National Hardware Show, 
Coliseum, New York City, 
October 10-14, 1960. 


i 


Ampsco Corporation, 1281 5S. Front Street, Columbus 6, Ohio 


CL YC 20 WO#0 


| 
mt 


i 
i 
t 
+ 
i 
i 
' 
V, 


v, 
Gentlemen: My customers would like to have a Spinsect unit ‘ 
to get rid of mosquitos, moths, gnats, millers, June Bugs. Please i 
send me the name of my nearest jobber. | 


Want more facts? Circle 171, p. 59 
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Penna. Wholesalers 
To Meet August 19 


The annual fall meeting 
of the Pennsylvania Whole- 
sale Hardware & Supply As- 
sociation will be held Aug. 
19 at the Lehigh Country 
Club, Allentown. Pa. 

The program includes a 
luncheon and dinner plus golf 
and swimming. Dinner will 
be at 6:30 p.m. 

Reservations should be 
made before Aug. 15 with 
James G. Krause, secretary- 
treasurer of the association, 
at Geo. Krause Hardware 
Co., Lebanon, Pa. 


Harry McCully Retires 
At R B & W Bolt & Nut 


Harry O. McCully has re- 
tired as senior vice-president 
and director at Russell, 
Burdsall & Ward Bolt and 
Nut Co., Port Chester, N. Y. 
He has been in the fastener 
industry for nearly 40 years. 

Mr. McCully has been with 
the firm since 1933 when he 
left the presidency of Erie 
Bolt & Nut Co. to become 
general sales manager for 
RB & W. 


Kraeuter Co. is 100 


Years Old This Year 

(Continued from page 119) 
top executives, Miss Gairoard 
has kept the company well 
above industry averages in 
sales. 

Specialized tools for auto- 
mobiles, aircraft and radio 
are the big Kraeuter story 
today. Miniature tools for 
electronic work are one of 
the newest complete lines 
featured in this 100th an- 
niversary year. 


CHARLES H. LAPP 


Worthington Honors 
Lapp in 50th Year 


Fond memories of the 
“good old days” filled the air 
at a recent dinner as 125 
members of Geo. Worthing- 
ton Co.’s quarter-century or- 
ganization honored Charles 
H. Lapp on his 50th anniver- 
sary with the Cleveland 
wholesaler. 

During the ceremony, 
N. F. Luekens, president of 
Worthington, presented Mr. 
Lapp with a diamond service 
pin. 

Mr. Lapp is a member of 
the firm’s accounting depart- 
ment and handles suppliers 
accounts payable. 


Marketing Operation 
Reorganized by Ekco 
(Continued from page 118) 
both lines. They are: Mike 
Fleishman, Great Lakes, 
Chicago; Jack Pound, North- 
east, New York; Tom Long- 
fellow, Southeast, Atlanta; 
John Schutz, Central, Min- 
neapolis; and Howard Fas- 
sett, West Coast, San Fran- 
cisco. 

In another move, Ekco has 





Can you tell what these items are? They appeared in the Kraeuter 


catalog for 1872. 


,I0Bes,, ‘yybis woyog | (aAys 


o1ydjepojiyd ) 


‘souuisy (40619) 
Syiux 4eysAo | ‘yuBis 
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News of the Trade 





acquired a second company 
in the sports and recreation- 
al field. Pacific Laminates 
Div. has purchased Laminex, 
Inc., Costa Mesa, Calif., 
maker of fiber glass fishing 
rods. 

Pacific Laminates Div. is 
the parent company of Sila- 
Flex and was also part of 
the purchase in that transac- 
tion. 


Whitlock Corp. Fills 
Dealer Service Post 

Irwin N. Ungerleider has 
been appointed dealer service 
manager of the Whitlock 
Corp., Yonkers, N. Y. whole- 
saler. 

Mr. Ungerleider was with 
the Almore Corp., Detroit, 
and formerly with Masback 
Hardware Co., New York 
wholesaler. 

Ernest H. Masback has 
joined the Whitlock Corp. as 
manager of the inside sales 
and order force. He had also 
been with Masback Hard- 


ware Co. 


S & Q Group Meets 


The S & Q Hardware 
Stores planning committee 
held a special meeting re- 
cently to formulate manage- 
ment, advertising and mer- 
chandising plans for 1961. 

All phases of the program 
were approved by the com- 
mittee which met in Janney, 
Semple, Hill’s new warehouse 
in Hopkins, Minn. 





Oda Smith Retires at 
Wright & Wilhelmy Co. 


O. A. (Oda) Smith has 
retired after more than 54 
years with Wright & Wil- 
helmy Co., Omaha, Neb. 
wholesaler. He was buyer 
for many lines _ including 
paint, housewares and _ in- 
secticides; supervised the 
catalog program; and has 
been a director since 1953. 

Mr. Smith joined the 
wholesaler in 1906 as a 
warehouse clerk. He later 
moved into the city sales de- 
partment and soon after be- 
came a price clerk. His first 
buyer’s job was for harness. 

Mr. and Mrs. Smith will 
continue to live at 252 Har- 
mony St., Council Bluffs, 
lowa. 


Rubbermaid Promotes 
Robert L. Wheeler 


Robert L. Wheeler has 
been appointed manager of 
customer service for the 
housewares division of Rub- 
bermaid Inc., Wooster, Ohio. 

Mr. Wheeler joined Rub- 
bermaid six years ago. He 
gained sales experience be- 
fore that with J. J. New- 
berry Co. 


Trio Plus Textile 


Trio Mills of New York, 
and Textile Mills of Chicago 
have merged. The _head- 
quarters for both firms will 
remain in their respective 
cities. 


OBITUARIES 


Richard E. Andersen 


Richard E. Andersen, 59, 
sales representative for Des- 
mond Brothers, Torrance, 
Calif., died suddenly July 19 
while on a business trip to 
Winnipeg, Canada. He has 
been with Desmond since 
1954. Before that he was with 
Pittsburgh Plate Glass Co. 
for more than 20 years. 


Oscar B. Fetterman 


Oscar B. Fetterman, 58, 
president of Fetterman 
Hardware Co., Washington, 
D. C. wholesaler, died recent 
ly at his home in Washing- 
ton. Mr. Fetterman, founder 
of his company, originally 


operated a retail hardware 
business in Washington, D. 
C. In 1925 he shifted to the 
wholesale business. 


Harry F. Hammerstrom 


Harry F. Hammerstrom, 
67, retired territory sales- 
man for Knapp & Spencer 
Co., Sioux City, Iowa, whole- 
saler, died July 21 in a hos- 
pital in Moline, Ill. He re- 
tired in 1959 after working 
for more than 40 years for 
Knapp & Spencer. 


P. F. Buckley 


P. F. Buckley, 69, manu- 
facturers’ representative of 
Bryn Mawr, Pa., died sud- 
denly at his home recently. 





HA Photo Angles 


A report in pictures 
of events in the trade 


Pe BM ti aad bag 
Artificial flower lines drew a lot of attention at the recent toy and 
gift show held by Geo. Worthington Co., Cleveland wholesaler. 
lrene Schiele and Blake Stauffer, Stauffer's Hardware, Sharon 
Center, Ohio, discuss the flowers with Harry Spelzhausen of Worth- 
ington. About 6000 visitors from I! states attended the 28th 
annual event. 


Jack J. Culberg, (right) marketing vice-president, housewares divi- 
sion, Ekco Products Co., Chicago, receives the traditional brown 
jug signifying his selection as housewares “Man of the Year” for 
1960. The presentation is being made by Howard C. Graves, assis- 
tant sales manager, Beck & Gregg Hardware, Atlanta wholesaler. 
Ceremonies were held at the ninth annual breakfast of the South- 
eastern Housewares Club held during the recent National House- 
wares Show in Atlantic City. Mr. Graves is president of the group. 


ai 


During May an aluminum window display contest was co-sponsored by Aluminum Co. of America and W. Bingham Co., Cleveland whole- 
saler for Bingham dealers. The three winners are shown here receiving their checks for $150, $100, and $75 respectively. Left photo: G. 
Howard Gettier (right) manager and buyer of Standard Hardware Corp., Portsmouth, Va., receives first prize check from Richard E. 
Franklin of Bingham. Center photo: John Landess (left), manager of Ballard Hardware Store, Muncie, Ind., is presented second prize 
by Bingham salesman, W. L. Collins. Right photo: Harold E. Forster (right) owner of Forster Colonial Hardware Store, Geneva, Ohio, 
gets third prize from C. L. Jones of Bingham. Mrs. Forster looks on. 


Future growth of the company was a top consideration when Walter H. Allen Co., dealer-owned wholesaler of Dallas, purchased 16 acres 
of land and built this ultra-modern warehouse. There is 190,000 sq ft of space in the new building and the acreage offers a lot of room 
for expansion at the new Brook Hollow location. 
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Classified Opportunities Section 





Help Wonted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 
Set solid, maximum 50 words 
Eoch additional word 
Positions Wanted 
Rate) set solid, maximum 


ae 
ords 


Eoch additional word .05 
Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5%, discount allowed for 4 or more cop- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opp<rtanities Dep?. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be torwarded to box 
number advertisers, uniess accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publicetion date. 

Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED 


REPRESENTATIVES WANTED 54 od ee 2 








REPRESENTATIVES WANTED 


EXCELLENT LINE for sales representa- 
tives calling on the retail trade in hard- 
ware, department, variety and chain stores. 
Item has excellent repeat business! Good 
commissions. Write, giving territory and 
background. 


MIDWEST PLASTICS INCORPORATED 
208 Bates Avenue St. Paul 6, Minn. 


MANUFACTURER 


of good quality, competitively priced paint 
brushes, has several protected territories 
available. Top commission, all shipments 
prepaid. Splendid opportunity for the right 
men. State full particulars in first letter. 


Box F-57, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NATIONAL 








Manufacturer's Representative 


WANTED 


Sell Nationally Advertised Lime to Hardware, Elec- 

trical and Automotive Jobbers. Opportunity to cash 

in on fast selling Electrical Cireuvit Tester. Retails 

for only $1.98. Seme good territory open several 
t 


states. 
BURNWORTH TESTER CO. 
815 Pomona Ave., El Cerrito 8, Calif. LA 5-7599 











SALESMAN WANTED 


For one of East Coast’s oldest and largest whole- 
salers of Hardware, Housewares, Toys, Sporting 
goods, etc. Excellent opportunity for experienced man 
with a following to associate with this aggressive 
full-line company, whose territory covers lower New 
England down to Virginia. Submit complete resume. 


Box H-30, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











WANTED SALESMAN, now calling on retail 
hardware trade, and desiring to take on profitable, 
fully returnable item on basis of flat placement 
fee and commission. Give full particulars includ- 
ing territory covered and references. Box H-13, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





SALES 
CAN YOU 


REPRESENTATIVES WANTED. 
SELL a new line of popular priced 
High Speed Twist Drills made in the U.S. A. 
to jobbers and distributors? We are looking for 
sales representatives to WORK in concentrated 
areas and who do not waste time, energy and 
money on excess travel. Tell us what lines and 
territory you are now covering and how often. 
Box H-14, c/o Harpware Acer, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





REPRESENTATIVES WANTED calling on 
wholesale hardware, lawn equipment, department 
stores, chain stores, to sell the outstanding gaso- 
line powered lawn edger, patented EMSCO. Com- 
petitively priced, nationally advertised. Most ter 
ritories open particularly strong representation 
desired in Florida and California areas. Send 
resume listing lines now handled — Migs "+ ar 
covered to: A. Goodman, EMSC Edger- 
Trimmer Div., Box 14446, atl 21, 


exas. 


). 
P.O, 


REPRESENTATIVES WANTED ffor ss stand- 
ard and specialty items in the small hand tool 
lines. These are quality tools, designed to sell, 
and manufactured priced to sell. Exclusive terri 
tories available. Write lines now carried. Box 
H-10, c/o Harpware Acer, Chestnut & 56th Sts.., 
Philadelphia 39, Pa 








REPRESENTATIVES WANTED 
building material and hardware 
Building material item—highly 
*lease give all particulars, 
carried and _ territory 
LTARDW ARE en, 
phia 39, : 


calling on 
wholesalers. 
desirable line. 
present types of lines 
covered. Box H-11, c/o 
Chestnut & 56th Sts., Philadel 


LIMITED NUMBER OF PROTECTED TER. 
RITORIES AVAILABLE for manufacturers’ 
agents contacting all types of volume buyers. 
Diversified “impulse’’ packaged hardware-house- 
ware-chemical specialty line which has large re- 
peat percentages, in-store displays, advertising 
allowances, and trade advertising support. Many 
established accounts. Clover Products, 944 Mon- 
roe Avenue, Rochester 20, New York. 
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SALESMEN WANTED contact hardware, 
builders’ supply and manufacturers for sale of 
packaged do-it-yourself and standard sheet line 
perforated metal, also enamel cast iron cookware, 
two or three other attractive items available for 
right man. State experience lines now handling. 
Covering 200-mile radius Philadelphia. Box H-29, 
c/o HarpwareE AcE, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 


WORLD'S _BEST CL OTHESP IN. Millions 
sold. Sole S. Importer. New to U. S. 
CHAMOIS L EATHE RS, Australian and Eng- 
lish, highest quality, competitive prices, individ- 
ually bagged. Display Boxes. Other exclusives. 
Steady repeaters. Most territories open. J. KERR, 
635 4ist St., Brooklyn 32, N. Y. 


YOUNG MAN—with an active 
Retail Hardware Dealers for Maine, Vermont, 
New Hampshire and Western Massachusetts. We 
have a complete line of plumbing supplies and 
specialties and an attractive proposition for the 
RIGHT MAN. Only those interested in a per- 
manent connection need apply. Box H-16, c/o 
HARDWARE AGE, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 


following of 





AGENTS WANTED 
gressive hardware representatives. 
of line of fast-selling attractively packaged hand 
tools. Territories open include New England, 
Pennsylvania, New Jersey, Maryland, Delaware, 
Texas, Oklahoma, Arkansas, Louisiana. Specify 
territories covered and lines carried. Box H-17, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, 


Territories open for ag- 
Manufacturer 


SALESMEN WANTED COVERING Hard- 
ware Jobbers and Merchandise Chains, to carry 
a non-competitive item with volume producing po- 
tential. Seasonal in warm areas. Aberal com- 
mission. Advise territory covered and pertinent 
personal particulars. Box H-19, c/o Harpware 
AGE, Chestnut & 56th Sts., Philadelphia 39, Pa. 


REPRESENTATIVE 
PIONEERS of Acrylic Exterior 
and Interior Paints, plus complete line of all 
finishes for Industrial and Trade Sales. Florida. 
Georgia, Alabama, South Carolina, North Care 
lina, Tennessee, Kentucky, Ohio, Western New 
York. For full information, write us giving de- 
tails on background, territory covered, references. 
etc. c/o Sales Manager, Paragon Paint & Varnish 
do 3-49 46th Avenue, Long Island City 1, 


MANUFACTURERS’ 
WANTED BY 


MANUFACTURERS 
WANTED BY 
room medicine 
petitive 
Michigan 
available. 


REPRESENTATIVES 
established manufacturer of bath- 
ne cabinets. Quality cabinets at com- 
prices. Good commissions. State of 
and states of Washington and Oregon 
Representative should call on  whole- 
sale hardware, plumbing and electrical jobbers. 
State territory covered, present lines and age. 
Box G-17, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 








REPRESENTATIVE WANTED 


Exclusive line of garden, hardware and 
building specialties. Established adver- 
tised lines are versatile for all types of 
jobbers. State qualifications, lines car- 
ried and territory covered. 


Box H-33, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











REPRESENTATIVE WANTED. Some choice 
territories open for representatives calling on 
hardware trade to carry complete line of tool 
handles such as Axe, Pick, Sledge, Hammer, 
Shovel, Hoe, Rake handles and many other types 
of wood turnings. Liberal commission. Box G-14, 
c/o HARDWARE Ace, Chestnut & 56th Sts., Phila 
—— 39, Pa. 


AGENTS WANTED, covering builders’ hard 
ware jobbers, for hot new (patent pending) viny] 
insert aluminum threshold. Design makes al! 
others obsolete. Price competitive. Most terri 
tories still open. Box H-23, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa 


SALES REPRESENTATIVE WANTED FOR 
ESTABLISHED PAINT BRUSH MANULUFA 
TURER: liberal commissions; protected  terri- 
good opportunity for salesmen having con 
hardware, paint, lumber, chain, and 
drug outlets. Open territories: Eastern Penna., 
New Jersey, New England States, Maryland. Dis 
trict of Columbia, Ohio, Northern Illinois, 

East and Texas. Write us full details. Box 
c/o Harpware Ace, Chestnut & 56th Sts., 
delphia 39, Pa. 


tories; 
tact with 


SALES 
LOXEM 
SAFETY 


the outside. 


REPRESEN ‘3 ATIVES for amazing 
SAFETY LOCK. The _ only inside 
LOCK that oon ll cannot open from 

Provides positive protection, «ven 
after the door glass is broken. Easily added to 
any door, even windows. Liberal commissions 
State territories covered. LOXEM MFG. CO., 
481 Main St., New Rochelle 3, N. Y 


WANTED FOR 
sel] pat 


REPRESENTATIVES 
WHOLESALE and retail accounts to 
ented Utility and Self Locking Rope Hooks. 
Commissions high and steady. Not a line but 
two items that are new. different and hig sh 
saleable. An ideal extra for established rer 
For details write Handell Hook Company 8811 
Garfield Blvd., Cleveland 25, Ohio. 


REPRESENTATIVES 
LISHED MANUFACTURER hase territories 
open for representatives who call on hardware, 
garden farm suply, electrical and photo supply 
houses. Opportunity for steady high volume 
business. Please state references, territory cov- 
ered, and lines handled. Box F-33, c/o Harp- 
WARE AGE, Chestnut & 56th Sts., Philadelphia 


WANTED—ESTAB 


39, Pa. 





REPRESENTATIVES WANTED ACCOUNTS WANTED BUSINESS OPPORTUNITIES 


REPRESENTATIVES WANTED FOR ALL 

SOUTHERN STATES, also Ohio, Indiana, Min- ? eae TO BUY or SELL 

nesota, North and South Dakota, for quality line Complete, Consistent and Conscientious Cover- A HARDWARE BUSINESS 

garden spreaders and tools. Box H-20, c/o age of Metropolitan New York and New Jersey Call Writ 

ge gy cee Chestnut & 56th Sts., Philadel- to BOBROW-LEWELL Associates, 814 Broadway, DAVID JARET CORP 
anenmiiiiipimenis wis saith 7 a of New York 3, New York ORegon 44540 150 Montague St. Brooklyn, N. Y. 

DIREC T to large use rs. retail or jobber “level, WE GET RESULTS ULster 2-5600 , Est. 37 Yrs. 

plastic pipe, fittings and clamps, vinyl and mother America's Leading Business Broker 

of pearl covered closet seats. All types Industrial 

hose including hose for automatic washers. Box Ree Po EEO ; ; 

Cc 10, c/o Harpware Ace, Chestnut & 56th Sts., HOT LINES WANTED. Specialty jobber 

Philadelphia 39, Pa. calling on hardware, variety, grocery and lumber INVESTMENT IN BRAZIL 


retailers, Denver and nearby towns wants to 
broaden base. Currently selling brooms, mops, Ly tof yell ad uae Gun od building. 
paint brushes, ete. Demonstrated 5-year record btn worth 250.000 dollars leeated in 


: : 3600 sq. ft.. 
of achievement. Will warehouse and deliver or the center of Recife, the third largest city in Brazil. 
ACCOUNTS WANTED consider drop-ship line, closeouts, imports. I-J if A ~ AS in stock, will sell Witding for $150. . 

SAL ES CO., 1465 Cherry, Denver, Colo. 000 dollars. A yearly profit of at least 15% 
ie uaranteed, plus 20% yearly — + = 
estate. For further details. Write J. Lopes, P. 0. 
PENNSYLVANIA, SOUTHERN NEW JERSEY, DELAWARE, ) Box ti, Inglewood, California. 

MARYLAND, DISTRICT OF COLUMBIA MANUFACTURERS AGENT, 24 years on 
. the Road, wants Hardware items for Jobbing or 
Re; putable lines wanted by Manufacturers Repre- Chain Store Trades, in Metropolitan New York 
meg oe — — territory. Have large follow- City, New Jersey, Eastern Penna., District of FOR SALE Hardware store established over 
oe, ong keel ceaeaan te SS Se Columbia, Delaware and Maryland. Reply to 50 years in County Seat, South Central Illimois. 
the past fifteen years. Can guarantee consistent and Box H-15, c/o Harpware Ace, Chestnut & 56th Fixtures $3000. Will reduce stock to suit. Owner 
intensive coverage. Excellent references Sts., Philadelphia 39, Pa. must retire. Buildirg for = ire oo 
Box H-21, c/o Harpware Ace, Chestnut & 56th 
es See of SANs Ae ecnmns Sts., Philadelphia 39, Pa. 

Chestnut & 56th Sts., Philadelphia 39, Pa. OPEN FOR NEW L INES JOBBER COV. 
ERAGE, OHIO & W. PENNSYLVANIA. Well PROFITABLE RETAIL HARDWARE BUS 
established with ten years’ good acquaintance INESS for sale, Essex, Conn. $50,000 required. 
with jobbers in this territory. Top experience Principals only. Box H-18, c/o Harpware Ace, 
REPRESENTATIVES and sales know-how with tools, hardware, garden Chestnut & 56th Sts., Philadelphia 39, Pa. 
N Dl P supplies. References from the trade and prin- 
Covering all phases of jobbers. Can render cipals. Please write Box H-12, c/o Harpware 
reliable aggressive service. We are national Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. POSITIONS WANTED 
distributors with established actively oper : : 
ating branch offices in New York, Phila- 
delphia, Detroit, Cleveland and Louisville. CAPABLE MAN, thoroughly experienced in TOP-FLIGHT 
We carry the account or you can bill di- hardware and related items, desires connection 
rect. Inquiries invited. WRITE ANCO Cor- with a first-class house as representative or dis- MANAGEMENT MAN 
poration, 7 Wood Street, Pittsburgh 22, Pa. tributor for Philadelphia and Suburban territory as - : ; 
Warehouse space available. Box H-27, c/o This top-flight executive, with unusually 


“hestn: S6th Sts *hiladel- - , , 
compe yaaa Chestnut & 56th Sts., Philadel diversified background, is planning to 


Manufacturers Representatives relocate. Experience includes top man- 


May we give your line the style and CREDIT agement responsibilities in manufactur- 


Supply ; and Fi Move ' "We cover Eastern HELP WANTED ing. VW holesaling and voluntary retail 


Penna., South Jersey. Delaware, Maryland chain operations. Well qualified in Fi- 
and Washington, D. €. All or Part. Top SALESMAN WANTED WITH HARDWARE . 
rererences AND BUILDING material experience by estab- nance, operations, sales, etc. Age 50. 
Box H-32, c/o HARDWARE AGE lished manufacturers’ agency to cover Virginia, Will welcome discussion with interested 
Chestnut & 56th Sts., Philadelphia 39, Pa. calling on lumber dealers and cabinet shops. Sub- , 
stantial business already established. Should live parties. 
Richmond, Roanoke, or central Virginia. Advise 


details of experience. Box H-31, c/o Harpware Box F-46, c/o HARDWARE AGE 
PRODUCTS WANTED Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. Chestnut & 5éth Sts., Philadelphia 39, Pa. 

Established, AAl rated company wishes 

to acquire additional products. Prefer 


bulider's hardware, hardware specialties SALES FXECUTIVE 


or garden supplies. Will consider royalty, 
purchase or merger. An aggressive man with finesse who 


Box H-25, e/o HARDWARE AGE knows distribution, merchandising, 
Chestnut & 56th Sts., Philadelphia 39, Pa. FLUORESCENT STARTERS marketin and how to effect rofit- 
Export License Expired. Have 500,000 Fluorescent £ p 
Starters brand new tn original cartons. Types FS-2 able results. 

. — FS-4, FS-12. Approved by Underwriters Laboratories, 
"ANTED FOR DIRECT SALES TO Electrical Testing Laboratories and Canadian Stand- Box H-28, c/o HARDWARE AGE 

DE AL ERS—Work gloves, handles for hammers, ards Association. Must dispose immediately. Will Chestnut & 56th Sts., Philadelphia 39, Pa. 

axes, etc. For Southwest. New Mexico, Ari- sell below original cost. Minimum order 5,000. 

zona, and California. Send information to G-19, Write at once. 

Cc 



















































































Harpware Ace, Chestnut & 56th Sts., Phila- Box H-26. ¢/o HARDWARE AGE WHOLESALE RETAIL MANAGER FOR 
lelphia 39, Pa. EXCELLENT RECOMMENDA. Chestnut & 56th Sts., Philadelphia 39, Pa. THE past 6 years seeks association with aggres- 
TIONS mip Hardware Company. East Coast only. Box 
25, c/o Harpware Ace, Chestnut & 56th Sts., 

BELIEVE IT OR NOT! For less than $.05 Philadelphia a, Fa& 

WANT SALES RESULTS? We get them’ each, you can buy as few as three dozen brass — 

hecause we concentrate in Michigan, Ohio, Indi- key blanks beautifully embossed with your name HARDWARE MAN WITH 28 YEARS of 

na Will handle two additional lines—only and address in permanent, raised letters. Write wholesale and retail experience. Ability to act in 

highest grade considered. Write Box A-10, c/o today for free bulletin #858. HAZELTON administrative capacity in either wholesale or re 

Harpware Ace, Chestnut & 56th Sts., Phila~- CHAIN CO. (manufacturers of key blanks and tail hardware. Box D-17, c/o Harpware Ace, 
Iphia 39, Pa. sash chain), 81 Kemble St., Roxbury 19, Mass. Chestnut & 56th Sts., Philadelphia 39, Pa. 

















WHEN YOU ARE LOOKING FOR A CERTAIN PRODUCT 


and only the trade name is known—look in the name of the manufacturer who makes it. 
the General Directory Section of the “WHO The address of the maker will also appear 
MAKES IT?’”’ Number of HARDWARE AGE for with the firm name arranged alphabetically 
that particular trade-name. You will find it in the same list. 

listed alphabetically under the product head- Keep this Merchandise Directory Number 
ing of the item in question. where you can reach it quickly whenever 
There alongside the trade-name you will find you need help in buying hardware products. 


HARDWARE AGE _ Chestnut & 56th Sts., Philadelphia 39, Pa. 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as 
not as a part of the advertising contract. 


taken to index correctly. 


@ convenience and 
Every care is 


No allowance will be made for 


errors or failure to insert. 


A 


Adjusta-Post Mfg. Co.. 


Aluminum Co. of tehiaton 
Pigment Div. 


American Chain Div. 
American Chain & Cable Co.. 


ae oe x Machine & Seusanid Co. 
Goods Div. .. 


Ames aa O.. 

Ampsco Sere. ‘i 

Animal Trap Co. of pinuiien. 
Arvey Corp. 


Arvin Industries, Inc. 
Consumer Products Div 


Barnes Mfg. Co. 
Bassick Co., The 


Berkeley Industries 
Div. of Ekco Products Co... 


Bethlehem Stee! Co... 
Bissell, Inc. 


Borden Chemical! 6. 
A Div. of The Borden Co. 


Brown, Inc., John Clark.. 


Cc 
Campbell Chain Co. 
Chicago Expansion Bolt Co. 


Cohn-Hall Marx Co. 
Comark Div. . 


Columbus Plastic Products. ee: 





| Jacobsen 


D 


| DeMert & Dougherty, Inc. 


Dempster Mill Mfg. Co. 
Detecto Scales, Inc.. 
Diamond Wire & Cable Co... 
Dymo Corp. 


_Deero Metal Products Corp. 


Indestro Hand Too! Div. 


E 


| Ekco Products Co. 


Berkeley Industries 


| Edmont, Inc. 


Engineered Products Co. 
Evans Rule Co. . 


G 


| General — Co. 


Lamp Div. 


| General Electric Co. 


Wiring Device Dept. oars 
Gottschalk Metal Spange Sales 
orp. — 
Graham & Co., Inc., 
Griffin 
King Cotton ‘Cordage Div. 


| Griffin Mfg. Co..... 


| Indestro Hand Tool Div. 


Duro Metal Products Corp. 


J 
Mfg. Co. 











K 


Keil Lock Co., Inc.... 
Klein-Logan Co. 


M 
Magnolia Products, Inc. 


Marshalltown Trowel Co. 
Mayes Bros. Tool Mfg. Co. 
McGill Metal Products Co. 


McGraw-Edison Co. 
Toastmaster Div. 


Miller Co., Inc., Robert E. 
Minnesota Mining & Mfg. Co. 
Mirro Aluminum Co. 

Molly Corp. 

Mortell Co., J. W. 


N 


| National Hardware Show 


Nicholson File Co. 


oO 


| Ox Fibre Brush Co.. Inc. 
| Oxwall Tool Co. 


| P & C Tool Co. | saa 


Pecora, Inc. . . 128-129 
Penn Fishing Tackle Mfg. Co. .. 105 


Peters Cartridge Div. Remington 
Arms Co. E. |. DuPont de ~ 
mours & Co. ....... , 62 


Pierce & Stevens Ghentcel The 87 


| Plasti-Kote, Inc. ........ . 121 


Reflector Hardware Corp. — 


Remington Arms Co. 
|. DuPont De Nemours & 
Co., Firearms 97, 9% 


Republic Steel Corp.. 90, 91 


| Richards-Wilcox Mfg. Co. 


Rival Mfg. Co. 








Royal McBee Corp. 
Royal Typewriter Div. 


Ss 


Safety Plug Lock Corp. 


Sager Weatherstrip & Calking 
orp. a 


Samson Cordage Works . 
Sheffield Bronze Paint Corp. 
Shelby Spring Hinge Co. 
Skil Corp. 

Swing-A-Way Mfg. Co. 


Tec Imports 


Textile Machine Works 
Prizer Ware Div. 


Thompson Co., E. A.. 
Toastmaster Div. 


McGraw-Edison Co. 
— Pipe Threading Machine 
True Temper Corp. 


U 


| Union Steel Chest Corn. 


Vv 
Vichek Tool Co. 


Ww 


Wallace Silversmiths 
Weear-Ever Aluminum, inc. 
Weller Electric Corp. . 
Wessel Hardware Corp. 


Westclox Div. 
General Time Instrument Co. . 


Wilhold Glues, Inc. 
Will-Burt Co. Ge 
Woodhill Chemical 6s. 


Y 


Yale & Towne Mfg. Co. 
Lock & Hardware Div. 





CIV Sieake a, 


MARSHALLTOWN TROWEL COMPANY -« 


MARSHALLTOWN, 


Want more facts? Circle 175, p. 59 


IOWA 








DRILL 
ROUTER 


DRILSAW 


Want mere facts? Circle 173, 


AND pniced, to sell ! 


TIME-TESTED [BRANDED] 
DEPENDABLE TOOLS 


ONE HANDER 


FILE RASP 


Ke ee A. 
% s ee Senge ions 
Wee ae 
P. 5 g 


‘Cleanup with 





GOTTSCHALK 


another... 


and scouring job, 


Gottschalk in stock .. 





ws METAL SPONGES! 


One profitable Gottschalk sale leads to 
because these are the customer- 
pleasingest metal sponges made! Spirally 
spun from continuous strands of selected 
metals, so that, in normal use, they will not 
unravel, shed particles, or scratch the finest 
surface. A size and type for every cleaning 
attractively packaged 
and priced for impulse sales. 

. and in sight! 


GOTTSCHALK METAL SPONGE SALES CORP. 


Dept. HA, Philadelphia 40, Pa. 


Keep Be) 
re. = 





Want more facts? Circie 174, p. 59 





PE 


BRILLIANT WHITE 


VITKTVIUT ae errrrrrTy 


TUB SEALER 


PECORA, inc. 


ee 
CORA ye 


o" iTT>, 
ooo 


300-400 W. Sedgley Ave., Phila. 40, Pa. © Garland, Texas 
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Want more facts? 


1960 


USE PECORA’s P.P.P. 


FOR SALES 200M 


Homeowners love this ea pply 
tub sealer that stays so brilliant white. 
It’s one of Pecora’s P.P.P.* (Perfect Profit Pair). They 
ask for it by name and recommend it tool 


Circle 172, p. 59 








NEW EPOXY ADHESIVE 


9 COLD WELDING ADHESIVE 


avve BOAT sMop 


All in one handy display kit 


NOW! HIGH STRENGTH WITH 
NO EXACT MEASURING 


Just “squirt” some hardener on the amount of 
resin you will need, mix, and you are ready to go. 
ADDED FEATURE: Mix thick or thin. Spreads like 
putty, sets hard as steel. Large home size kit 98c. 
Available through your Wilhold wholesaler. Ask 
for sizes and prices. 


WILHOLD GLUES, INC., 


LOS ANGELES 31, CHICAGO 12 


Want more facts? Circle 176, p. 59 





VINYL and ALUMINUM 
WEATHERSTRIP for 
Ne DOORS and WINDOWS 


Be prepared for BIG PROFITS with this 
new combination vinyl and aluminum 
weatherstripping for windows and 
doors. Double tubing vinyl can be re- 
versed when worn without removing 
permanent aluminum casing. Eliminates 
drafts and dirt— easily installed — 
just cut to size and nail in place. Now 
available in individual sets for doors 
and windows. 


FOR ALL°TYPES OF WINDOWS 


Window set for lower and upper sash 
includes meeting rail strip and ncils 


Door set for top and sides includes 
nolls and sweep bar for bottom. 


Smartly designed with 
hugs the bottom of o : . 


gone gga " CALKING CORP. 


~ 


Want more "facts? ‘Circle Bist p. 59 
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5 ORI. ‘tas me 
; Me a, = : 
Wetec. Be wee EE —" ae 


te 


Pol 
Soe 


MOLLY © —= 


———e a 


Write for ae 
'Shi-laehitia- 








DON'T MISS THE 


BUYING CHECK LIST 


ON PAGE 56 


ALWAYS SELL GENUINE 


SCREW ‘ANCHORS and JACK NUTS. 


Want more facts? 


| 
| 
| 








. I 
} DS 


Ce memes 


ae 


a 


ee 


—— MOLLY CORP 


Uae Reading, Pa. 
Circle 178, p. 59 








Changes New products and new 


trade names are constantly being added to the 
listings for the next Directory Number of HARD- 
WARE AGE * Therefore, if you do not find in the 
current issue of the Directory Number the prod- 
uct you are interested in, write to the “Who 


Makes it’ Eitoy HARDWARE AGE 


He'll be glad to 

Chestnut & 56th Sts. 
serve you. , 
- Philadelphia 39, Pa. 














BOOM SALES WITH PECORA’s P.P-P 


Customers reach for Red Devil spouted cartridges, 
one of Pecora's P.P.P.* (Perfect Profit Pair)... 
Through the years homeowners everywhere have demanded 
and rated it the top calking compound. Order yours today. 











> 
300-400 W. Sedgley Ave., Phila. 40, Pa. © Garland, Texas 


Want more facts? Circle 175, p. 59 
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nreneneaseis aaa a ) 
jamesyett gia mange | * WORTH REMEMBERING! 


Sell Fast, Use 
Little Space 


Display as a family of : SS so 
gadgetsinoneplaceon : Z 


peg boards or counter <* a Ee Ge ea . oe SS | 
bins for fastest self- : gga es = Sod 
service sales. Serving © ae See 2 ed 


Tongs in many sizes, =: 


ierrwrncie. etme © | sf The number one item in the nation’s 
oast Rack. Skewers Se eed me saat on ~ 
Se ee | es number one fix-it line a. aS 
Potato Bake Rack. © = === Sco ee - Good Househeeping 


Mixer. Beaters. oy , i WOU ee mo eo . | Order from your Jobber 
other gadgets. Essie Sneed 
—earlcmcar PLEX-BLADE LIFTER & TURMER THE WOODHILL CHEMICAL CO. 


ent ogg JOHN CLARK BROWN '¢ “The mother-in-law approved line” UCHANICS 
or write for list SELUR VILLE Mm. pe | 1390 East 34th Street Cleveland 14, = SrurAR 
Want more facts? Circle 180, p. 59 Want more facts? Circle 181, p. 59 


covcceolfM§ | STOP PROFIT LEAKS 


Hundreds of dealers have 
discovered the _ effective- 
a aa a \ ness of HARDWARE AGE HARDWARE AGE 
| } i | ' Pocket Want Cards for Pocket Want Card 
































minimizing outs and keep- Yee a nt pk. 
an stocks end special 


Bi | a ing track of shorts and rent. Give sn, ser, modal Toke 
3 } : m @ new card each morning. [urn card in each 
special requests. oe 


NS soa More than 500,000 


_ | HARDWARE AGE Pocket 
s—no floor vjete lev el deport: . Want Cards have been 
8 a“ purchased by dealers this 
year. Many have reor- 
dered several times. 












































Cards fit neatly in jack- Se a 
et or shirt pocket. Write Ean 
down outs, etc., immedi- 
ately, as soon as you discover them. Card is 


turned in each evening to store manager for 
review. Take a new card each morning. 


Save time and money. Order a supply now. 


90 cards for $1.00 or 600 cards for $5.00, postpaid. 


Send order with check or money order to 
Pocket Want Cards, Harpware AcE, Chestnut 
& 56th Streets, Philadelphia 39, Penna. Make 
checks payable to “HA Reader Service Dept.” 














Want more facts? Circle 179, p. 59 


DOMES or SILENCE [ “4 3 


1 GINAL 


a Extra case hardened. Excellent mirror finish, 
REGULAR &y plus a heavy nickel plate. = DOMES OF SILENCE 
7 sizes for every need : ——— yy FURNITURE LEVELER—> INSULATED 


Adjustable Combina- FURNITURE GLIDES 
tion Leveler and Glider ; RUBBER-CUSHIONED! 


for Uneven and Un- 


steady Furniture. 7 if © G L J D E 


7 >) SIZES—I" base, 4 on : jest ie SOFTLY, SILENTLY, 
One set of 4 In a [oo card; 1'4"", 2 on card; | SMOOTHLY, OVER 
3-color box. 12 boxes at i'/,"", 2 on card. Drive 2" i — ALL FLOORING. 
in a 3-color display carton. into universal socket or = iis 
SIZES AND TYPES 
se ! ' 7 te '* we ' ee 
SIZES: 1/2", Ye", Ta". 4". H". A". HK". 5/16" hele. FOR ALL WOOD OR METAL FURNITURE. 


Ask your jobber or wrltoal ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 











Want more facts? Circle 182, p. 59 
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this rs NEW ond NEWS for you! 


First of a series of announcements by ee. i: 








Jacobsen 


America’s Fastest Growing Name Brand ’ 
* 
in Power Lawn Equipment 1 Ps wt 


A far-reaching Fall Promotion, [tga 4 i a 


introducing the Perfect Mower Combination. . . 


Jacobsen Grass Catching, Leaf Catching mowers, 


Turbocone 


This full page in Saturday Evening 
Post September 17th issue (on sale 


Sept. 13) will carry the message to 
HREE eo co leal Ci atcher., essa 


NEED ALL I every important prospect in your 
YOu Mowing Turbocone tor the community. 


het and Mirac le J. oti hes it. Sales will be a-poppin’, cash registers 
bination. Only dacod : ' jingling, customers crowding all over 
the place. Full tie-in kits for stocking 
dealers—ad mats, banners, ad 
Jacob’ sen reprint posters. 
Only Jacobsen has grass catching 
mowers (we originated them) and 
Turbocone. Like love and marriage 
—they’re best together. That’s why 
Jacobsen sales are jumping. Dealers 
say it’s the “‘hot”’ line. Consider these 
facts—and you'll want to wire for 
franchise data: 


with exclusive Miracle Mowing 


grass Cc ate 


perfect mower com 


e In 1960 the best sales increases 
were chalked up by name brand 
mowers. 


e Of these, Jacobsen showed the 
greatest rate of increase when 
you’re leading, you run scared). 


e Jacobsen makes the most complete 
new line in the industry —for year 
round sales. 


e Powerful advertising AT THE 


LOCAL LEVEL—"“in your own 
backyard.”’ 


e Distribution is selective. Valuable 
franchises are available. 


nn mem 


For your seat on the Jacobsen Bandwagon, write for 1961 Program details today. 


Ka 


OoB 
. 
4 1961, OUR 
*@ 40TH POWER 
MOWER YEAR 


MANUFACTURING COMPANY, Dept. HA8 Racine, Wisconsin 





